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Recently there has been a sudden flourish of super-
market operations in Hong Kong. Many Chinese people are
shifting away from the typical grocery stores and street
markets and turning to supermarkets for their food and
daily necessities. Many favourable factors indicate that
the Chinese population in Hong Kong will increasingly
patronize the supermarket type of operation. The purpose
of this study was to ascertain and evaluate the prospects
for establishing and expanding supermarkets to attract
the business of the Chinese population.
The operating environment and characteristics of
supermarkets in Hong Kong were examined, and a question-
naire was developed to investigate(who the potential
supermarket customers are,)what the opinions of Hong Kong
Chinese towards supermarkets as a "product" are, the
"image" of supermarkets - which facets of this "image"
should be exploited and how the image could be improved.
The questionnaire was administered in personal
interviews with both supermarket customers and non-
customers in seven areas where supermarkets are currently
operating: Central, Causeway Bay, Tsim Sha Tsui, Mong Kok
Kowloon Tong, Kwun Tong,and Tsuen Wan. A sample size of
246 was selected; however, due to refusals to answer
3certain questions, or because of missing data on improtant
questions, an actual sample of 100 customers and 98 non-
customers was used in the analysis.
The findings of the study revealed that the response
of Chinese people (both customers and non-customers), to
supermarkets, is very favourable. If supermarkets can
provide goods and services which meet the needs of the
Chinese population and properly meet the challenges of
the changing environment, supermarkets could really
expand and evolve into the leading and most efficient
method of retailing in Hong Kong.
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1.1 Development of Supermarket Operation in Hong Kong
Today's markets represent a significant shift
away from the typical corner grocery stores around the
world. In Hong Kong, the popularity of(one-stop
shopping centres is rapidly increasing. (Many people
seem to favour this type of shopping arrangement,
consequently, conditions for supermarket expansion are
quite favourable.)
The term supermarket is difficult to define
in a manner acceptable to all. They are basically
grocery stores, but they usually have departments
selling non-food items, and at least the grocery
department is operated on a self-service basis. The
Supermarket Institute, a trade association in the
United States, specifies minimum sales necessary for
a store to be classified as a supermarket. As the
supermarket is one of the most recent retail institu-
tions to rise to prominence in Hong Kong, sales figures
are not readily available. The classification super-
market based only on sales, does not seem so relevant
2as considering it a new method of food merchandising,
based on the theory of Pile it High and Sell it
Cheap9 plus the use of self-service techniques.)
Prior to 1970 the bulk of the food business in
Hong Kong was being done by the independent grocery
stores. There were few supermarkets, and most of
the customers were Europeans and other non-Chinese
residents. The word super conveyed to people an
image of highness and being out of their reach.
Most Chinese people had the impression that super-
markets were some sort of luxurious shops for rich
people. Supermarkets in those days were in fact
established to serve primarily Europeans. Price tags
and publicity materials were printed in English. As
a result, European patronage accounted for 85 per cent
of the business in these supermarkets.2 Chinese who
shopped at supermarkets were considered high-class
or westernized Chinese.
1Ralph Cassady, Jr..,. Competition and Price Makin
ih Food Retailing (New York: The Ronald Press Company,
19 2. pp. 9- 11
2Shing PoaDaily News, September 23, 1973, p..8.
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These impressions have changed over the past
three years. Many Chinese have found out that many of
the goods sold in supermarkets are cheaper than those
sold in traditional grocery stores. The response
seemed quite dramatic--a sudden interest in the
supermarket system was aroused by the growing dis-
satisfaction of housewives at being cheated by
unscrupulous grocery stores and hawkers who over-
charged them and under-weighted their food. Many have
shifted away from these grocery stores and street
markets and turned to supermarkets for their daily
necessities.
Present supermarket operators are after a
completely different sort of client than before, i.e.,
the Chinese customer. Chinese in Hong Kong vastly
outnumber Europeans and are a potentially enormous
purchasing body. According to some supermarket
operator a, Chinese now constitute 95 per cent of
their clients.1 This has changed the outlook of the
retailing business in the Colony. The supermarket has
presented a revolutionary change in merchandising
conceptions. Through the introduction of self-service,
1 ibid.
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which shifted the responsibility of purchase to the
consumer herself, the supermarket has effected
changes in the economic structure of the Colony. -It
has altered the course of packaging, refrigeration,
store design, display, and the techniques of selling,
which are today reflected not only in food retailing
but also in many other fields of retail distribution.,
The supermarket industry is far from saturated
in Hong Kong. There are only three major mass
retailing firms in Hong Kong: Dairy Lane-Wellcome,
Asia Provisions Company and the Park' N Shop. Most
of:Hong Kong has practically no supermarket operation,
but many factors offer opportunities for supermarket
expansion, continuing population growth, increasing
consumer purchasing power, changing family structure,
increasing adoption of electrical applicances, rising
wage rates for house servants, and the decreasing
number of traditional food stores. Hong Kong is a
wide-open frontier for supermarkets,
• It has been reported that massive foreign
capital may soon pour into Hong Kong and change the
entire food marketing system with a sudden flourish
of supermarket chains. Trade sources revealed that
Americans are out to tap the multi-million dollar
food market. One American supermarket chain operator
5
said: You'd be surprised to see how many of these
operations are on the verge of full scale activity....
So far the food retailers have barely scratched the
surface 1
There are no figures available as to how many
of.these modern food chains will be established, but
the Dairy Lane-Wellcome chain alone has plans to set
up at least seven more in Hong Kong, Kowloon and the
New Territories. It is understood that Asia Provisions,
Park'N Shop and other department cum-food stores
have plans of their own.2
1.2 The Objective and Scope of This Study
The purpose of this study is to ascertain and
evaluate the aforementioned prospects for establish-
ing and expanding the supermarket business to cater
to the Chinese population of Hong Kong. The study
attempts to identify the potential consumer to whom
the supermarket wishes to sell. It is, therefore,
incumbent upon supermarket management:
lHong Kong Standard, March 11, 1974,p.l.
2 ibid.
61. To estimate the response of the Chinese
people to the supermarket type of
operation, that is, to estimate the
market.
2. To determine the psychological appeals
that will attract the Chinese customer
in effect, to answer the question of why
they. shop at a particular type of store.
3. To understand the peculiar shopping
habits of the Chinese people in effect,
where they purchase their daily neces
cities.
It is believed that the Chinese population in
Hong Kong will increasingly support supermarkets.
However, today's mass retailing is a complicated
process and demands a large investment in store
facilities and other service channels. Furthermore,
business must be conducted on the basis of what the
consumer actually'needs and wants rather than what
supermarket management has traditionally considered
best for him. It is hoped that, with the informa-
tion gathered from this study, supermarket management
will be able to make improved plans for growth, whcih
will increase the possibility of success.
7
1.3 Methodology and Thesis Plan
The basic method employed in tines study is
indirect observation (i.e., reading reports and related
literature) and personal interviews of customers and
non-customers. The approach is first to take a broad
look at some of the basic factors, both favourable and
unfavourable, which underly the retail food market in
Hong Kong. Chapter 2 is devoted to factors which
affect supermarket growth it examines the factors
which are favourable to supermarket operation in Hong
Kong and also seeks to identify some of the unfavour-
able factors which might thwart its development.
Closely related to this is the consumer, whose patronage
(or the absence of such) will determine the development
of supermarkets. Chapter 3 is concerned particular.y
with consumer characteristics and their bearing on
food purchases and consumption. This is followed by
a discussion in Chapter 4 of store image and practices
which are closely related to the purchases of.tfood.
Chapter 5 deals with the actual research for
the study. The questionnaire for the survey is
designed on the basis of the variables discussed in
the preceding chapters, especially Chapters 3 and 4.
The results of the survey are presented, and finally
8
the analysis of the data is made in Chapter b. Tne
final Chapter is devoted to conclusions and, especially,
to a consideration of competitive efficiency and
marketing strategy for the type of retail institution
under study.
It is hoped that this study will provide
perspectives to those engaged in the grocery field,
especially the supermarket operation. It is hoped,
too, that it will stimulate further investigation
into food retailing, which has been lacking in Hong
Kong.
92_n FACTORS AFFECTING SUPERMARKET GROWTH
There is no doubt that opportunities for
expanding the consumption of food products are
plentiful. There is a never-ending demand for food
in the world. However, in the case of the retail
trade, the retailer's effort is guided by his
environment. It is worth noting that changes in
the type consumer and increased competition are
prime factors in this regard. In Hong Kong, there
has been an increasing flourish of supermarket chains
since 1971. This is thought to be the result of
favourable socio-economic factors, but there are,
restraints, both legal and social, which affect all
areas of the supermarket's effort. This chapter
will examine the factors which are conducive to
the growth of supermarket's share of the food dollar.
It will also seek to identify some of the unfavourable
factors by which the growth of supermarkets is affected.
2.1 Favourable Factors
2.1.1 Population Patterns.
From the results of the 1971 census, an estimated
10
population distribution for Tne period 1971 to 1986
was provisionally projected by the Crown Lands and











Over the ten-year period between 1971 and 1yb1
the population of Hong Kong will grow from 3,948,179
to 5,097,000 persons--an increase of 1,148,821 or
more than 29 per cent. More recent years have
witnessed a continuation of this population
explosion. By 1986 it is estimated that Hong Kong's
population will reach 5,700,000. It is possible,
Estimated Population Distribution for the Period
1971 to 1M6, (Planning Branch, Crown Lands andurvey
Office, Public Works Department, September, 1971), p.2.
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of course, that these projections may require some
revision if the growing birth-control measures con
tinue to gain momentum and gain increasing acceptance.
Closely related to the rapid growth of
population is the formation of households and families,
since these constitute buying units to the supermarket.
According to the 1971 census, about 50 per cent of
Hong Kong's population is below 25 years of age.1
This means that over the next five to fifteen years,
many households will be established at increasing rate
by this group,
Another important characteristic of population
of interest to the supermarket operators is its
spread. Many people will, either at will or by
resettlement, move from densely populated urban areas
to outlying areas, especially to the New Territories.
According to Government projections, the following
dense areas, even over fifteen years, are expected
not to increase much,=and, in some cases, will even
decrease: Central Causeway Bay Tsimshatsui, south
of Jordan Road and Hung Hom. On the contrary, the
The 1971 Census A Gra hic Guide, (Uensus and
Statistics Department, June, 1972), p.2.
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following areas are projected to increase drastically:
the Kwai Chun-Laichikok area, the Homantin area, and
especially the New Kowloon East area from Wang Tau
Hom to Lyemum.1 Food retail operations will be
required to serve people's-needs in merchandise and
services in these areas. This relocation will provide
good opportunities for supermarket expansion.
Characteristics2.1.2. Chang in Employment
As one might expect, along with the population
increase, the total lobour force has also increased.
Much more important form the retailer's point of
view, the workforce contains a significant number
of _'female workers. One of the most striking features
of recent changes in the Colony's workforce is the
increasing number of economically active young women.
In the aggregate, the proportion of women in the
workforce increase 60.7 per cent from 1961 to 1971,
1Estimated Population Distribution for the Period
1971 to 1986, op. cit., pp. 4- 6.
2Hong Kong Po ulation and Housing Census-1971 Main
Report, Census and Statistic Department, October, 1972).
Unless otherwise noted, all subsequent data are
drawn form the above report.
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compared with an increase o1 zb. o per coil u i ui u-uu
male workforce component.) Fully 45 per cent of the
female workforce in 1971 was 24 years or younger,
compared with 28 per cent in 1961. Futhermore,
25 per cent of the female workforce was 19 years or
younger in 1971 compared with 14 per cent a decade
earlier.
Table II shows the workforce participation
ratio for selected age groups and by sex.2 As the
data illustrate, nearly 10 per cent-of all female
children between the ages of 10 and 14 are in the
workforce. More than half of all persons from
15 to 19 years of age are economically active.3
Generally, it is clear that women enter the workforce
earlier and stay longer, than they did in 1961.
TIli s ehane is of major significance to the
The proportion of males to females in the
workforce was 66 per cent to 34 per cent in 1971.
The workforce totalled 1,654,907 persons, an increase
of 36.5 per cent over 1961.
2The participation rate is that proportion of
the population (age 10 and above) which is economically
active.
3Economically Active is understood to mean
anyone engaged in productive work for at least
















supermarket operator. As more people are economical J y
active, household income increases. The-Colony's
economy, now second in South East Asia, behind
Japan, is expected to improve in the years ahead.
Consequently, more money is becoming available for
the purchase of food items. Substantial changes
in food purchases are likely to result from the
increasing incomes of people with relatively low
present incomes. Not only will they buy more food,
but they will 'shift to foods of higher quality, or
15
which have other desirable attributes, and to more
convenience foods. Furthermore, due to the fear of
substandard living if Hong Kong were to be taken over
by China, some Chinese people tend to spend more money
on food with the eat when you can concept.
The working female, especially one who is married,
has problems peculiar to her status. For example, she
has less time to shop, since she is taking care of her
family in addition to working. There is a need to
minimize shopping time as well as meal preparation
time. Shopping in street markets and scattered grocery
stores is time consuming, and preparing Chinese food,
including the messiness in preparing it, takes a long
time. One-stop shopping and buying easy-to-cook food
items are therefore a boon to worker/homemakers. This
has given an impetus to the growth of supermarkets,
and, in addition, to the proliferation of items sold
in food stores, department stores and supermarkets.
Recently,. there has been an acute shortage of
amahs in the Colony. Many of the traditional house-
servants are disappearing from the labour market due
to old age or retirement. The younger generation is
reluctant to replace them. The young workers have found
job satisfaction and more attractive rehumeration in
the manufacturing sector. With rising wage rates, and
higher cost of living, few people are able to afford
16
amah services. As a result, the demand :L-or one-strop
shopping facilities and convenience food becomes even
greater.
2.1.3 Change in Level of Education and Life Style
The Chinese people in Hong Kong are better
educated than they were a decade ago.1 With the
implementation in 1971 of the scheme of free primary
education, almost all primary school age children
have been enrolled in schools. Furthermore, the
Government has made deliberate efforts towards provid-
ing more educational opportunities for Hong Kong's
children. A Green Paper on The Proposed Expansion
of Secondary School Education in Hong Kong Over the
Next Decade recommends that'the ultimate aim of
providing sufficient 3-year school places, with
Government assistance for 100 per cent of the 12-14
age-group, and sufficient 5-year school places in
Government and fully aided secondary schools for 40
per cent of the 12-16 age-group be achieved within a
1For more information, compare the Hong Kong
Population and Housing Census-1961 and 1971 Main
Reports.
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ten-yar period. There has been a deliberate emphasis
on health education in school programmes. More people
will be aware of the need for good nutrition. It is
quite possible that these educational activities will
stimulate the demand for more and better food.
Through education and through contacts with
western culture, many local Chinese people have changed
the pattern of their home life, particularly in regard
to the use of electrical appliances such as refrigerators,
television sets, radios, and other kitchen facilities.
These appliances are easily accessible, and have changed
the life style of the Chinese people. This change is
of major significance to the supermarket operator.
Besides newspapers, management can use television and
ratio advertising to communicate- with its eudience and
hence increase sales. Furthermore, the use of refri-
gerators and modern cooking facilities have changed the
shopping habits of the Chinese people. This change
has encouraged them to purchase types of goods which
involve the use of these appliances. These types of
goods are usually marketed by the supermarket.
1Re ort of the Board of Education on the Proposed
Expansion of Secondary School Education in Hong Kong
Over the Next Decade, August, 1973.
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2.1.4 Availability of Quantity Discount.
The large retail f irm t s (such as a supermarket
chain) greatest advantage is its ability to obtain
lower prices over smaller firms in many markets.
These are the economies of scale that accrue to the
firm. The supermarket chain can qualify for discounts
that are unavailable to smaller competitors. In many
cases, the supermarket, due to its large order of
merchandise, can bypass the wholesaler and purchase
directly from the manufacturer. A good example of
this occurred in early March 1974, when the Commerce
and Industry Department called in supermarket operators
to retail See Mew rice at an agreed maximum price.
Supermarket operators are allowed to obtain rice
directly from importers, whereas the small rice shops
have to purchase rice from wholesalers. The special
arrangement of direct order and quantity discount en-
ables the supermarket to price merchandise lower than
its competitors, i.e., grocery stores and hawkers.
Thus, it is in an advantageous position in price
competition.
2.1.5 Lower Labour Costs.
The self-service arrangement has been_a-! unique
characteristic of the supermarket. In no other retail
19
operation has acceptance of sell-service seen as wlae
spread as in the food field. The shopper in a super-
market strolls through the store choosing items at
her leisure. When she completes her purchasing, she
takes the merchandise to a checkout counter where the
purchases are tabulated and put into bags. At this
point she pays for the merchandise and carry the
complete order home herself.
The pressure of food store competition is not
the sole reason for less service in retailing. There
are other pressures of a general economic nature, such
as increasing costs of labour and the difficulty of
attracting sales help from the apparently more
attractive factory, clerical, governmental and other
jobs, which also sometimes force the economies of
self-service onto the retailer. The important thing
about this is that the removal of services, and hence
the removal of the costs associated with these services,
should have the effect of bringing about a downward
trend in the price structure of the goods handled.
This arrangement enables the supermarket to attract
customers by offering cheaper food items.
2.1.6 Research and Development
The smaller retail organizations, such as grocery
20
stores, are generally not in any position to develop
their own evaluative criteria to improve their operat-
ing performance. .More often than not, these stores
are the ones that need guiding data the most. On
the other hand, the supermarket chains can afford to
channel funds into scientific research. Price lines,
merchandise offerings, and operating procedures are
determined in a great measure by external economic
settings as well as entrepreneurial direction.. With
proper scientific reasearch, the supermarket can
quickly respond to the changing requirements of these
settings.
2.1.7 Nature of the Commodity
Food, unlike some other consumer products, is an
absolute requirement for human existence hence the
selling job for the generic product is not a difficult
one. Moreover, food is needed not just once in a
while as in the case of most commodities but at frequent
and regular intervals. One of the characteristics of
food items, therefore, is that they are procured on a
repeat-purchase basis. This results in a real advan-
tage to retailers in this field (because people must
replenish supplies often).
Generically, food is an absolute necessity of
21
human existence for which there is no substitute
but is found in various forms, most of which possess
some degree of substitutability1 (although some, like
bread and butter, possess complementarity). This
type of product is basically perishable (unless
specifically protected from deterioration by proper
processing).2
While shopping for food requirements, one tends
to purchase other items which are needed in connection
with household management, e.g., paper goods, soap,
utensils, dust cloths, etc. This helps to widen the
supermarket's business.
2.2 Unfavourable Factors
2.2.1 Limited Choice of Store Location.
In no branch of business is location more
important than it is in retailing. Poor or bad local
tion is a contributing cause of many store failures.
The classic of store location is a widely used book,
The type of food consumed by human beings is
to some extent the result of habit, and hence food
consumption patterns vary considerably among areas.
2By curing, freezing, canning, drying, etc.
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The Selection of Retail Locations by Richard L. Nelson.'
The key to Nelson's approach isi,the observation that
retail store businesses are virtually all market
oriented, and that the retailer must be accessible to
people it is this fact that governs site selection.
Accordingly, there are two types of retail location:
(1) generative, to which the customer is directly
attracted from his place of residence, and (-2) suscipient,
to which the customer is impulsively or coincidentally
attracted while moving about the area where the retail
store *is located.
The value of a location for retailing depends
(1) on its accessibility to resident population and
to people moving about, (2) on its physical desirability
(attributes and environment), and (3) on its reputation.
The retailer must select a site that will be most
productive in relation to cost. The rent a retailer
can pay depends on the amount that he must spend to
attract customers.
Nelson suggests eight principles of retail
'Richard L. Nelson, The Selection of Retail
Locations (New York: McGraw Hill Co., 1958)
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location:1
.1) Adequacy. of present area potential.
Determine the trade area count the people,
ascertain how mL.ch money they have and are
willing to spend on the type of goods a
proposed store will sell determine how
much of this store could capture.
2) Accessibility of the site to the trade
area. Secure maximum accessibility to
potential from three sources:
a. generative business--produced by the
store itself.
b. shared business--secured by the store
as the result of the generative power
of neighbouring stores,
c. suscipient business--not generated
by own or neighbouring stores, but
attracted coincidentally.
3) Growth potential. The site should be, so
far as possible, in a trade area where
population and income are growing.
ibid., pp. 53- 55.
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4) Business interception. Establish the
store between where the people live and
where they traditionally buy so that
customers will be intercepted on their
way to the marketplace.
5) Cumulative attraction. Stores together
can draw more than stores apart. This
applies to both similar and complementary
stores. (However, for food store the
intercepting position is to be preferred.)
6) Compatibility. Avoid interruption in
shopper traffic and seek maximum customer
interchanger between stores.
7) Minimum competitive hazard. Select a
,e location where is a minimum of inter-
cepting competitive site and consider
controlling such sites.
$) Site economics. Choose. the most promising
site in terms of cost to its productivity
and future growth.
In Hong Kong, as in other places, the succe,,:5
of a supermarket depends largely on good location.
A good location consists of a site that is convenient
to the store's customers and for which rentals and
other operating costs are reasonable. Convenience
25
today depends upon: (1) customer access by car,
(2) ready access on habitual routes, and (3) quick
service for telephone and/or delivery orders.
Location problems in Hong Kong are believed to
be more acute than in other large metropolitan areas
in the world. Hong Kong's land costs and rent are
among the highest in the world.1 The 1971 Rent Control
Bill does not include commercial premises. Strategic
locations for supermarket operation often have a great
number of alternative uses. Consequently, the land
value of these locations becomes too high for the food
retailing business in the Colony. Even though a
supermarket may be suitably located according to the
aforementioned criteria, if the expenses connected with
the site are too high, the amount of business obtained
may not warrant the cost involved. If the cost is
transferred to the customers by raising the price of
merchandise, the supermarket will lose its competitive
advantages. Often, the ideal locations are simply
not available even if the operator can afford the cost.
To make matters worse, traffic has become
congested, complex, slow and hazardous in Hong Kong.
1Asia Weekly, April 14, 1973, pp. 8- 9,
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Public transportation, systems have laggea oenina in
providing comfort, passenger amenities, flexibility,
and convenient schedules and routes. There is a
serious lack of adequate parking facilities in most
areas of the Colony. Due to all these factors, many
customers tend to shop in neighbourhood stores, which
are within walking distance from their homes.
2.2.2 Inadequate Floor Space.
Connected with land cost and rent, supermarket
operators are ::always faced with floor-space problems.
Because of the high costs involved, most buildings
are not designed for operations which require large
floor areas. Commercial units are normally small in
area. If several units are connected for one operation,
load-bearing walls and weight-supporting pillars are
necessary obstacles. It is difficult, or very expensive,
to secure unobstructed floor area and to achieve maximum
flexibility in physical facilities, and the successful
operation of any store, large or small, is dependent
upon good physical layout.
Layout refers to the location of-entrances, the
pattern of traffic aisles-*. the arrangement of fixtures
and equipment, the location of merchandise departments
or merchandise classifications, and the location and
27
arrangement of displays. Kelley uilu Di 1-Dk' Nyll
out the objective of layout as: (1) increased sales
and profits, (2) co-ordination of operations, and
(3) more effective and convenient service for custom-
ers.2 In Hong Kong, it is expensive to achieve these
objectives. The'Limited Floor Space would limit the
amount of merchandise which could be sold. In order to
provide more space for merchandise display, the super-
market could easily be tempted to have narrower aisles,
and while wide,unobstructed aisles invite customer traffic,
narrow or congested ones repel or retard it.
2.2.3 Supply of Food
Food technically is not manufactured but is
usually grown (although it may be processed).3
Because of the time required to develop such commo-
dities and the climatic limitations to such development,
commodities of this type usually are neither freely
reproducible nor completely subject to quality control
1Pearce C. Kelley and Norris B. Brisco, Retailing,




There are exception of course fish, for example,
is neither grown nor manufactured but is imply sought
out and caught. There are even exceptions to this,
i.e., some is cultivated.
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as are many manufactured products. Suppliers oz sucn
products also are affected by seasonal changes. Thus
in this field, supply and demand and fluctuations tend
to cause unstable price conditions.
Hong Kong's agricultural land is very samll in
area, with only forty eight square miles.1 Total
production amounted to only $521 million in the
1971-1972.2 Furthermore, agricultural land is being.
developed for industrial and residential uses.
Therefore, Hong Kong is very much dependent on China
for its major food supply. When the supply of food
from China is reduced, food prices in the Colony soar.
Furthermore, alternative sources of supply could easily
be destroyed by China. The fact that Hong Kong is so
close to China, means that foods can arrive in the
Colony from China within several hours, while supplies
from other areas takes days or even months.
If the supply of food from other areas became
more plentiful, China could increase the flow of
comparable goods onto the market with marked down
prices. Thus, competitive supply sources could easily
be driven out of the Hong Kong market. When the supply
The Hong Kong Year Book, Wah Kiu Yat Po, 1973, P.63.
24 Ibid
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of food is scarce, or when there is an absence of
competition, prices of food from China can be expected
to rise. In the long run, Hong Kong will be more and
more dependent on China for its food supply. This is
reflected in the 1973 trade statistics. Imports from
China soared to 5,634 million, a rise of 46.5 per
cent compared with 1972 and constituted 19.4 per cent
of overall imports.1
This factor is of major significance to the
supermarket operator. In the long run, China might
become the only supply source for most of the foods
sold in supermarkets. Should China wish to monopolize
retail trade in Hong Kong, it could offer special
terms to China Product Stores which are partially
or wholly under its control. If this happened, the
supermarkets would be in a very vulnerable position.
2.2.4 Competition
The food retail trade is meeting competition
today, and in the future, competition may become
even more intense. This situation is due to Government
encouragement for more competition,2 to the development
1South China Mornin Post, Business News, High-
est Trade rowt for H.K.,11March 25, 1974, polo
2Hong Kong Standard, March 11, 1974, pole
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of a more efficient independent merchant, to the
growth of other chains, and to the formation of
co-operatives of grocery stores.' This greater
competition will result in the.offering of more
services by the various types of retail organizations
and in the increasing cost of doing business. For
example, competition for a desirable store site may
result in rent costs too high in proportion to the
sales possibilities of the location. Such a trend
will decrease any advantage that the supermarket
chain has had over other forms of retailing.
2.2.5 Unfavourable Attitude Toward Self-Service Operation
It is believed that many Chinese people, because
of established buying habits, perfer to be served by
salespeople and resent being forced to locate specific
merchandise and to bring it to the cashier's desk for
checking, wrapping,-and payment. Some stores have
such a volume of business that long lines at check-out
points, especially during rush periods are common.
This situation is quite different from the street
markets where the merchant waits on each customer
1Sing Tao Jih Pao, March 8 9 1974.
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individually as well quickly. Much consumer education
and efficient management will be required to overcome
this problem.
Generally speaking, the self-service arrangement
requires more floor space for a given volume of
business than the counter-service type of store.1
As indicated above, Hong Kong's supermarkets are
limited in space. Finally,, shoplifting and common
thievery are easier and more prevalent in self-service
stores, and consequently losses are greater.
1Delbert J. Cuncan and Charles F. Phillips,
Retailing- Princi les and Methods (Homewood, Ill.:
Richard D. Irwin, Inc., 1959), p.145
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3.0 FACTORS AFFECTING FOOD PURCHASES AND CON5UJ'UfT'1U1N
The efforts of the retailer are directed at
selling goods and services to the consumer. This
chapter and Chapter Four attempt to outline factors
affecting food purchases and consumption. This chapter
is concerned particularlywith consumer characteristics
and their bearing on food purchases and consumption.
The next chapter will discuss store image and practices
which are more closely related to food purchases.
A great number of consumer characteristics
influence the purchase and consumption of food products,
There are unseen motivating reasons involved in custom-
ers' buying decisions as they strive to gain maximum
satisfaction in purchasing, and there are the more
obvious characteristics which influence buying and
consumption patterns.
3.1 Factors Influencing Purchasing Decisions1
The basic motivating factors involved in making
1The section on motivating factors is mainly
drawn from L.B. Darrah, Food Marketing (New York: The
Ronald Press Co., 1967), Chapter 5.
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purchasing decisions may be classified as follows:
3.1.1 Economic
Consumers' purchasing decisions are often guided
by economic reasons. They are interested in attractive
prices, good buys, saving money, and keeping within
reasonable or',budgeted expenditures.
3.1.2 Market Knowledge
Purchases, or lack of such, often reflect market
knowledge. Those lacking a knowledge of a product,
its quality, grade, method of use, or other characte-
ristics, do not buy, while those who know, purchase.
3.1.3 Health and Nutrition
This is an important factor in buying, especially
for those with the responsibility of feeding families.
This factor forms a functional basis for demand of
certain kinds of food.
3.1.4 Prestige and Achievement
People generally compare themselves with others.
This can affect their shopping behaviour: they want
to associate with people who are considered as
high-class. High-income families are expected to
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buy the prestige products and to patronize certain
types of stores.
3,1.5 Esthetic
How a product looks and tastes are important
for the purchase of the luxury types of products.
3.1.6 Family Wishes
Not only are the parent's desire for certain
items important, the children's desires are also
significant*
3.1.7 Time Pressure
Due to women working or being involved in
community or leisure time activities, the pressures
of time affect many consumer's purchasing decisions.
The need to minimize shopping and meal preparation
time, and to at least, reduce messiness in food
preparation is of growing importance and has resulted
in significant shifts in food purchasing.
One or more of the above motivating factors
underlines all purchasing decisions regardless of
demographic factors, such as income, occupation,
nationality, education, age, et. This is not to
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say that these demographic factors have no bearing on
food purchasing, they do, of course. However, food
retailers cannot control demographic factors they
can only adjust marketing to them. On the other hand,
retailers can influence purchases through good
merchandising practices and the manipulation of the
basic motivating forces.
In connection with needs and motivation, a word
should be said about consumer frustration. A frust-
rating event is one in which goal-directed activity is
blocked, slowed up, or otherwise interfered with.'
Shoppers are often faced with frustrating circumstances
that affect their shopping habits.
What do the customers do when they are frustrated?
In theory they have.three choices: first, they may
continue shopping at this store and in effect do nothing
second, they can simply take out their resentment on
the store personnel in a face-to-face encounter third,
they can take their business elsewhere. This certainly
occurs, but to what extent is not clear. The recent
growth of the supermarket can be partially attributed
1Ernest R. Hilgard, Introduction to Psychology
(2nd ed. New York: Harcourt, Brace World Compay,
1957, p. 176.
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to the consumer's need to punish the traditional
grocery store for its many years of poor service, and
malpractices of overcharging and underweighting.l
Understanding the needs and motivations of his
customers, the supermarket operator can direct his
efforts towards developing favourable patronage habits
in them. These habits develop over time, and are based
on both past experiences and present experiences of the
shopper. Consumer shopping frustration can blunt these
efforts.
3.2 Consumer Demographic FactorsG.
3.2.1 Income
The most important characteristic of consumers,
affecting the purchasing and consumption of food
products, is income. Individual incomes differ from
one country to another, from one region of the country
to another, from one community to another within a
region, and from one family to another within a
1See Chapter one of this thesis.
2Unless otherwise noted, the section on demographic
factors is based mainly on David J. Rachman, Retail
Strategy and Structure- A mana ement A roach Engle-
wood Cliffs, N.J.: Prentice- Hall, Inc., 1969), Chapters
5,6 and 7.
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community. Further, a person's income may vary irom
one time to another, depending upon hours worked,
wage rates, illness, or other reasons.
In Hong Kong, over the past ten years, wage rates
for workers have been on the rise. While the cost of
living indices have risen 74 per cent since 1964, the
average industrial wage has increased by 153 per cent,
and the unemployment level has remained low. Therefore,
measured by real wages, the standard of living has
risen by about 46 per cent.1
Based upon these indicators, one can assume that
both personal and disposable income have been on the
rise. To the retailer, disposable income denotes the
consumer's financial ability to purchase the retailer's
offerings. Disposable income is particularly important
to food retailers and general merchandise outlets.
People with high incomes buy more dollars worth of
food than those with low incomes for several reasons:2
a. People buy more food.
b. People buy more expensive. food.
c. People buy different kinds of food.




d.. People buy product in different forms.
e. People pay for more services.
3.2.2 Occupation
Type of occupation has an influence on the
consumption of food. Labourers are usually in
occupations that demand more food energy than other
occupational groups for which less physical activity
is required. According to Government statistics,
the non-industrial workforce totalled 257,495 in May,
1972 and in the industrial sector, labourers and
managerial-clerical workers totalled 518,139 and
80,416 respectively.1
Greater energy requirements make labourers
relatively heavy consumers of cereal products. People
in occupations with lower-energy requirements consume
relatively less of these foods and more fruit, leafy
vegetables, meat, and other animal products.2 Most
of the other differences in food habits of people
with different occupations result from differences
in income.




The consumption of food products is definitely
affected by the weather.' One notable example of this
is the consumption of lemons. A sharp rise in summer
temperatures leads to increased sales of lemons for
lemonade and other drinks a cool wave reduces sales.
In the fall and winter, meat, potatoes and other
starchy products are popular. In hot weather, people
consume relatively more fruit and vegetables.
3.2.4 Location
The kinds of food eaten vary widely from one
geographical region to another. In general, northern
Chinese consume more milk, potatoes, and wheat products
and fewer vegetables and less rice than southern
Chinese. These differences are caused by price, supply
and weather. In Hong Kong's case, most of the people
have been amalgamated. Differences in food consumption
due to differences in regions becomes insignificant.
3.2.5 Nationality
The nationality of a consumer has often been
pointed out as a factor affecting the consumption
of food. In many instances, however, religion and
race are confused with nationality. Further, many
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of the differences apparently due to nationality are
really the result of differences in income, education
and the. type of. occupation. This is not to say that
nationality does not influence consumption. Certainly
people are still used to the food common to their
homeland even after they move to a new country. The
English are fond of tea, and Mexicans like their food
strongly spiced. In Hong Kong, more than 98 per cent
of the population can be described as Chinese on the
basis of language and place of ongin.l Therefore,
the characteristic of nationality is insignificant
for the supermarket operation here.
3.2.6 Religion
Some religions govern the kinds of foods their
followers may eat. The extent that this practice is
carried out, may formerly have been important in the
marketing and consumption of food products, especially
meats. The strict Jewish faith prescribes not only the
kind of meat that may be eaten but the day on which it
may be eaten.
Devout Buddhists do not eat meat, especially beef
1Hong Kong 1974,--OP,, cit., p.185
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Moslems' do not eat meat. The abstinence of Roman
Catholics from all forms of meat on given days
formerly exerted some influence on the marketing of
certain foods. However, everything considered,
religious beliefs now have less effect on total food
consumption than most people think. In the first
place, many people do not belong officially to any
religious faith and probably do not abide by any
religious rules on food consumption.
The number of Christians in Hong Kong is estimated
at about 440,000--slightly more than 10 per cent of
the total population. Of these, more than half are
Catholic, and slightly less than half, Protestant.1
The majority of the Chinese adhere to Taoism, Buddhism,
and Confucian teaching, or a combination of all three,
although they do not officially belong to any specific
group of religious faith.
The Chinese as a whole observe five major
festivals of the Chinese calendar: Lunar New Year,
Ching Ming Festival, Dragon Boat Festival, Mid-Autumn
Festival, and Chung Yeung Festival. During these
festivals they consume more meat, poultry, alcoholic
1ibid., p.161.
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beverages, fruits and vegetables.than usual.
3.2.7 Awe
The consumer's age is another factor which
influences food consumption. Certainly, the consumption
of peanuts and cakes varies among age groups. A study
of the 1971 Census' shows that those under 10 and over
60 comprised only 29.92 per cent of the total. Differ-
ences in food consumption becomes narrower for people
between the ages of 10 and the late 50's. Furthermore,
those under 15 and over 60, (the normal limits of
productive employment) comprised 43.per cent of the
total population in 1971. As typical store customers,
the 20 to 60 group( 45.91 percent of the total
population) is more significant. The purchasing
decision then, resides in this group.
3'. 2.8 Education
Education is often assumed to have an important
effect on the consumption of food products, but no
data are available to substantiate this assumption.
1Hong Kong Population and Housing Census 1971
Main Report, op. cit., p. 21.
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Actually,. the effect of education is so closely tied to
income that the two are practically inseparable. It
might be assumed that the well-educated, high-income
people use more foods that give an impression of
sophistication or affluence. Furthermore, they might
want'shop in places where the layout and atmosphere are
considered genteel. Therefore, a noisy, dirty street
market would not be welcomed by this group. As the people
in Hong Kong have been receiving increasing amounts of
schooling in recent years, the retailer is faced with
the difficulties of understanding the ever-changing
modern consumers so as to serve them adequately.
3.2.9 Knowledge of Product
Some factors that affect consumption cannot be
grouped under any of the previous headings, though they
may pertain to several. Among these are factore that
bring the consumer's attention to the product, such
as advertising, food fads, health information and
propaganda. Of this group, advertising is perhaps the
most important. Since the consumer is often irrational
and very subject to suggestion in his buying, advertis-
ing is a real force in the manipulation of demand.
One cannot deny that the steady stream of advertising
materials poured out to consumers via television,
44
newspapers, radio, magazines, billboards, handbills, and
other media has a great impact on purchases and con-
sumption.
The advertising objectives are, of course, to
increase the consumption of a product by its present
users and to get new customers. The real opportunity
for advertising lies in the fact that consumer are not
completely set in their buying patterns and often buy
as the result of a suggestion. Keeping the product
before consumers in advertisements is one of the ways
to make them aware of it and its virtues.
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4.0 STORE IMAGE CHARACTERISTICS
A store's public acceptance (image) can, and
generally does, vary from one region to another.
Differences in acceptance cause differences in the
share of market a store is able to achieve. Two
essentially identical stores with essentially similar
market potentials, but with different image, will have
different per capita.. sales.
The type of store to be presented to the public
represents a basic decision on the part of management.
There are kinds of appeals which may be used to create
public acceptance of a store. Competition is the key
element of these appeals. The specific competitive
tools available to retailers are numerous, but mainly
they can be classified into three categories: price
competition.1 These competitive tools are discussed
in this chapter.
1Unless otherwise noted, the discussion on
competitive tools is drawn from Cassady, op. cit.,
Chapters 3 and 4.
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4.1 Price Competition
Price is an important factor which affects the
attraction and retention of patronage. Consumers are
interested in favourable prices, good buys, and saving
money. Therefore, customers' impression of the firm's
price on its products compared with other store's can
greatly influence the firm's market share.
In the broadest sense, price competition has to
do with the fact that a firm stands ready to alter its
prices if and when conditions indicate that such a
course is required in order to obtain or maintain
sales volume against rival concerns.
Since the supermarket operator usually strives
to project an image of low price to the consumer, the
most common use of price is as an aggressive tool in
supermarket merchandising applied to lowering the
prices of only a few fast-moving food (and other) itmes
from time to time. The principle here is to offer
well-known repeat-purchase items (such as Carnation
Milk and butter) at bargain prices for a limited
period. Since they are easily recognized and their
usual price is well-known, customers will be attracted
to the store to purchase these items as well as other
merchandise not specially priced.
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The effect of price on store patronage could
be clearly seen recently in Hong Kong when housewives
queued up at supermarkets to buy their rice. The
Deputy Director of Commerce and Industry, Mr. James
McGregor, who is also chariman of the Rice Advisory
Committee, explained: The public is buying at depart-
ment stores and supermarkets because they are sure of
the quality, sure they are going to get correct weights
and are certain of more competitive price- that's
why."1 In March, 1974, supermarket operators were
called in by Government to retail see mew rice at
an agreed maximum price. This has helped the super-
market to develop an image of better price, if not
low, in the consumer's mind.
4.2 Semi-price Competition
Unlike price competition in which prices of
principal products are manipulated directly, semi-price
competition involves additions to the product service
offered in relation to the price paid by consumers.
It attempts to give consumers more for their money.
iSouth China Morning Post, March 27, 1974, p•5
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Instead of changing the price itself, semi-price
competition is a change in the amount of the product-
service offered to consumers. Besides the image of
price, product-service characteristics have a great
deal of influence on patronage of a store.
4.2.1 Product Quality
Although the retailer has little control over
quality except to purchase his goods from reliable
sources and protect his merchandise from deterioration,
he does assume the responsibility for quality. Consu-
mers want to buy merchandise which is worth the money
they pay. Certainly in the presence of competitive
retail outlets, a customer who does not get what he
pays for will not want to be cheated a second time.
Therefore, management's standing behind their product
quality is a competitive tool.
In most sales transactions, there is an implied
warranty of merchantability and/or fitness for particular
use.1 However, since similarly situated sellers in
the same line of merchandise are on much the same basis
regarding implied warranties, there is no opportunity
1The Laws of Hong Kong, Sale of Goods Ordinance.
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for competitive advantage in the existence of this
type of warranty. Expressed warranty of product
quality, which is common in the retail food field, has
not been fully used in Hong Kong as a competitive tool.
Where it does exist, expressed warranty is an integral
part of the contractual relations between the seller
and the buyer, and it would be expected that the vendor
could be held for the performance of such a contract's
provisions.l It is obvious that this type of warranty
may be used to increase consumer acceptance of a
superior offering by a good faith guaranteeing of
satisfaction. Assuming one's offerings are of high
quality, the money-back guarantee is a very sound
competitive device, not only because it can increase
sales, but also because it provides a built-in feedback
in case the quality of a particular type of item is
not up to standard.
4.2.2 Trading Stamps and Other Premium Plans
Trading stamps are a very common competitive
device in American retailing. A trading stamp plan
is a sales promotional scheme based on the issuance of
Ibid.
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stamps in connection with retail store purchases, wnicii
are redeemable for premiums when accumulated in suffi-
cient numbers. The theory of stamps is that customers
will be attracted to the stores offering them and, in
fact, will tend to be more loyal to stamp-giving
stores than to other institutions not giving stamps.
The effect of the use of stamps on a particular
store's volume depends on whether stamps are, in fact,
attractive to customers in particular markets and on
the number and type of stamp-giving stores in the
market. It should be obvious that even if stamps
are attractive Pe se but all competing stores are
offering them, their power to attract customers is
greatly reduced, if not eliminated, assuming the
stamps are of equally attractive.
Supermarkets in Hong Kong have not used trading
stamps as a competitive tool. Some department stores,
however, have tried trading coupons which, in essence,
are similar to trading stamps. Usually evidence of
purchase is required which is valid only for a specified
period of time.
4.2.3 Credit and Delivery
In modern retailing, credit extension is conveni-
ence to many customers. A large number of customers
51
expect credit service and will patronize those stores where
it is available. Many customers view credit as a service
and a convenience. A charge account makes it unnecessary
to carry appreciable sums of money and permits the
customer to make purchases that she/he had not planned
begore starting out on the shopping trip. Furthermore,
credit accounts tend to build a clientele of regular
customers who concentrate their purchases in stores
where they have accounts. It is also believed that
l
credit customers buy more merchandise than cash purchasers.
The delivery service of a store may be a definite
builder of goodwill or conversely, if inefficient, may
drive customers to competing stores. With the increase
in labour, materials, and equipment costs, and congested
traffic conditions, retail delivery today is an expensive
service for a store, In Hong Kong, most grocery stores
provide delivery service for large orders or for pac-
kages which are too large to be carried by customers.
4.3 Non-Price Competition
This type of rivalry involves the use of competitive
1Kelly and Brisco, p.429.
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tools which are unrelated to the price of the product.
Such non-price competition as practiced in supermarket
operation takes various form.
4.3.1 Store Location
One of the most fundamental non-price factors in
food retailing is store location. Accessibility of
store facilities greatly influences the market share
of the store. Unlike the United States, most of Hong
Kong's consumers do not use automobiles for shopping,
and becuase of the inadequacy of the public trans-
portation system, it is believed that people would
prefer to shop in neighbourhood stores. If a store
is conveniently located, it can intercept a good deal
of foot traffic in the area.
4.3.2 Advertising
Advertising--whether newspaper, radio, televsion,
or window display--is a very important competitive
tool. Retail advertising is a form of sales promotional
activity intended to inform those consumers to whom it
addresses itself of the nature, location, and price of-
the goods or service available for sale, and/or to
persuade them to patronize a certain establishment.
The advertising of a supermarket should, of course,
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be honest if continued patronage is to be expected.
Retail advertising in Hong Kong seldom extols
the virtues of a product. Most often, the advertise-
ments simply list the goods available and their prices.
Such advertisements appear in newspapers and other
media before major festivals and special discount sales.
4.3.3 Store Hours
It is believed that the extension of store hours
tends to expand operation capacity in proporation to
the extended time the store is open for business. One
may not be able to take advantage of this potential
advantage, however, because such expansion is limited
by consumer buying habits, which prevent the full
utilization of store facilities during the evening
hours. It is not certain if one can attract people
who are not presently customers, to come during the
later hours. Most supermarkets in the Colony close
before 7:00 p.m. A few cum-food department stores
and supermarkets located in the busy districts remain
open until 10 p.m.
4.3.4 Variety of Merchandise Offered
One of the most important factors in the success
of supermarkets is the combination of lines, qualities,
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varieties, brands, and sizes of items which the retailer
carries, i.e., the product mix. There are certain items
which must be carried by a grocery establishment even if
doing so results in a considerable loss. The grocery
stores usually operate on the basis of a limited number of
fast moving items rather than a wide variety of offerings.
The supermarket should provide a wide variety of foods
including numerous sizes and brands of staples as well
as imports, and a sufficient assortment in the non-food
line. Such an offering might appear attractive to
certain customers because of specific items advertised
and to others because of the possibility of no stop
shopping.
4.3.5 Shopping Facilitating Services
-Since self-service is a major characteristic of
supermarket operations, consumer service takes the form
of assisting the customer to serve himself-herself.
Consumer services in a supermarket are of various types,
including assistance to the shoppers in their selection
and purchasing functions. The supermarket with efficient
shopping services will attract customers to its operation.
Services of this kind offer wide aisles, easy-to-push
carts, easy-to-read signs, accessible display shelves,
rest rooms, efficient checkout, operations, and assistance
in carrying the merchandise to the car.
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4.3.6 Friendly Atmosphere
Closely related to the consumer services is the
attempt to provide a pleasant atmosphere in. the super-
market. Soft music seems to aid in creating such an
atmosphere. There is little question that people tend
to respond to friendliness and courtesy, and hence the
store with friendly and courteous employees will have
a competitive advantage over those which lack such
personnel, other things being equal.
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5.0 SAMPLING AND METHODOLGY
5,1 Specific Information Desired
Numerous characteristics of supermarkets are
associated with the manner and form in which they are
marketed and patronized. The characteristics and factors
discussed in the foregoing chapters are influential on
the success of a supermarket operation. This study
primarily tries to determine the market potential for
supermarkets, next it attempts to determine the super-
markets'--as a product in itself--public acceptance.
This is extremely important for the supermarket operator,
for the demand and the market share might be very low due
to the poor image of the supermarket. Therefore, a
questionnaire was developed to find answers to the
following questions:
1. What do the Chinese people think of the supermarket
as a Product?
2. What images are good and what images are bad?
3. What present images and attitudes should be utilized
and strengthened, and what images should be created?
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Based on the discussions of the major problems
and favourable and unfavourable factors by which the
growth of supermarket is affected, in Chapter 2,
factors affecting food purchases and consumption in
'Chpater 3, and store image characteristics in Chpater
4, questions were developed. They can be grouped into
several categories: facts, opinions, attitudes, and
future-action plan.
Facts
Where do the Chinese people usually buy most of their
food?
How often do they usually buy their food?
When do they normally do their shopping?
Who usually does the shopping for the family?
What is the means of transportation for one's
shopping trip`'
How much time do they usually spend on each shopping
trip?
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What do they usually buy from supermarkets?-
What kind of food do they eat?,
Opinions
What are their opinions towards
1. the price of merchandise sold in supermarket as
compared to other stores?
2. the taste of frozen food?.
3. the nutritional value of frozen food?
4. the quality of merchandise sold in supermarket?
5, the atmosphere in supermarket while they are
shopping
6. the convenience of shopping in supermarket?
7, the-variety of merchandise provided by supermarket?
8. the decoration of supermarket.?
g. the hygiene of food sold in supermarketY
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Attitudes
Is their shopping of food influenced by advertising?
Do they feel that shopping in supermarket is
prestigeous?.
Do they like self-service when they buy food?
Future-Action Plans
Are the people willing to try this new type of food
retail outlet?.
Which form of mass media appeals to the people most?'.
(The answer to this question will serve as a guide
for food advertising).
The factors related to opinions and attitudes
of the Chinese consumers are used to form semantic
differential scales to enable the identification of
the degree of acceptance or rejection of these factors
(See Appendix I--Questionnaire). The definition of
these factors has been discussed in Chapters 3 and 4
of this thesis.
The abovementioned information should be obtained
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from both those who patronize supermarkets and those who
do not. In other words, the respondents should represent
two groups of people, i.e,. customers and non-customers of
supermarkets. Customer is defined as one who shops at
the supermarket regularly (once or more than once a week).
Non-customer is defined as one who may have heard of the
supermarket type of operation but has never shopped at a
supermarket or one who has shopped at a supermarket less
than twice in the six months prior to this survey.
These two groups were to be compared in consumer
characteristics, habits of food purchases and consump-
tion, and their perceptions of the operating characteris-
tics of supermarkets with regard to the opinion-attitude
variables mentioned above.
In the analysis of the data obtained from the
study, every question was cross-tabulated with this
respondent split (customers vs. non-customers). From
the cross tabulation, the distributions of the answers
by these two groups of respondents can be observed
(the analysis techniques will be discussed more fully
in the next section of*this Chapter).
The survey technique was used to secure the
information desired. The questionnaire to collect the
necessary data was developed and pretested after
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consultation with several supermarket operators k wee
Appendix I--Questionnaire).
The answers to the above questions could help
the supermarket operator to estimate the potential
market, to determine the psychological appeals that
will attract the Chinese customer, and to understand
the shopping habits of this group. This information
could improve his ability to make profitable strategic
decisions.
In order to collect information on the attitudes
and opinions of respondents, the semantic differential
was used and later treated as an interval scale. Two
reasons can be given for the use of the semantic
differential: 1) Direct questioning of respondents
on their attitudes would not be as effective, because
consumers may not be able to articulate-_a statement
of attitudes. 2) Q ervation is not an effient
method of studying attitudes and opinions, as it is
difficult to observe enough aspects of an individual's
behaviour to get a good smpling, and the behaviour
often disguises true feelings .1
1Harper W. Boyd, Jr. and Ralph Westfall, Marketing
Research: Text and Cases (Homewood Ill.: Richard D.
Irwin. Inc.). 1972, p.317.
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5.2 Analysis Techniques
In order to ensure accuracy and to save time
in the tabulation of data, two canned computer
programs were adopted, i.e., multiple cross tabulation
(MTAB') and discriminatory analysis. The computer
programs and the facilities were provided by the
Computer Service Terminal of the Chinese University
of Hong Kong.
1. Cross Tabulation: As the purpose is to
draw the profiles of the customer and the
non-customer, the other data will be cross
tabulated with this variable.
2. Linear Discriminant Analysis:' Linear
discriminant analysis was used to try to
discriminate between the two groups of
respondents (customers and non-customers)
on the basis of their perceptions of
supermarkets' attributes, e.g., price of
merchandise sold in the supermarket as
compared to other stores, the taste.)o'f
frozen food, etc. In discriminant analysis
'Pl E. Green and Donald S. Tull, Research for
Marketing Decisions (New York: Prentice Hall, Inc.,
1970)e pp. 342- 3430
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the criterion variable is nominal scaled, whereas
the predictor variables are interval or ratio
scaled. The discrimiant(s) functions are determined
from known assignment of respondents to categories.
The objective is to find a linear combination of the
predictor variables which best separates the group
means, i.e., maximize among group variance relative
to within group variance. It is also possible to
find out the relative importance of the predictor
variables in discriminating among groups.
5.3 Sampling
The population in this study is defined as con-
sisting all males and females over the age fifteen residing
in Hong Kong. The choice of fifteen as the lower age limit
,is based on the assumption that the respondents must have
some experience in food purchase before they can answer
the questionnaire correctly. A fifteen-year-old should
be knowledgeable about shopping for food. There is no
upper age limit for the respondents.
In selecting a sampling for this study, it would
have been ideal to use simple random sampling. This
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is not possible in Hong Kong however, because a master
list of households and/or individuals is not available.
If it had been possible to use.a probability sample,
the following calculations of sample size would have
been used:l
It was chosen to be correct within 5 percentage
points at the'5 per cent level of significance. The
representative percentage, P, for calculation purposes,
would be the proportion of non-customers of super-
markets in Hong Kong. This was estimated in prelimi-
nar survey to be about 20 per cent,
From table of the standard normal distribution at 95
level of significance
Thus:
lSamuel B. Richmond, Statistical Analysis (New
York: The Ronald tress 4tompany, 1yn4), p.L1V
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Where Number of standar deviation in the
normalized distribution
Standard deviation
The actual population average
Sample size
By computation, the sample size was 246, and this
sample size, if used, would ensure that the estimate
of non-customers in the population based on the sample
would be within 5 percentage points in 95 per cent of
the samples drawn in this manner.
As was mentioned earlier in this Chpater, a
major purpose of this study was to compare customers
and non-customers in terms of consumer characteristics,
habits of food purchases and consumption, and perception
of the operating characteristics of supermarkets. In
order to ensure that the results obtained would be
representative of both groups, a quota sample of
123 customers and 123 non-customers would have been
used. In this sample,a sufficient number of non-cus-
tomers could be included in the study for comparision
purposes.
66
Besides customer--non-customer, the stratification
was also base on sex of respondents and area in which
they lived. Although males and females might share
equal responsibility or opportunity for making food
purchasing decisions, it was thought that females would
assume more responsibility in food shopping for the
family. Therefore, more females than males were included
in the sample. However, at least one-third of the
respondents were to be males, so that the results obtain-
ed would be representative of the male population. It
was also thought that people from different areas might
differ in attitudes and purchasing power (due to differen-
ces in income level).
The sample of respondents is summarized in
Table III. It should be noted that the 1971 census
showed that Mong Kok, with 400,612 persons per square
mile, was then Hong Kong's most densely populated
district. Kowloon Tong is a high-class residential area,
while Central District, Tsim Sha Tsui, and Mong Kok are
commercial areas, where all forms of shopping facilities
are available there is much foot traffic during
business hours.
However, due to refusals to answer certain
questions or the missing data on important questions,






Causeway Bay 18 18





82Female 82 Female246Total Sample
RTnlA Male 4141
Ia-4 123
be incomplete. Therefore, there were only 198 usable
questionnaires, of which 100 were classified as customers,
and 98 as non-customers.
The number of respondents from the seven areas was
also somewhat different from the original sample plan.
Since the original sample was only arbitrarily stratified,
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and the difference between the two samples was so small,
the data collected should not be significantly different.

















5.4 The Personal Interview
The writer of this thesis and three primary school
teachers served as interviewers, Before the actual
interview, the interviewers were reminded of the follow-
ing rules:
1) Each question must be asked exactly as worded.
2) They must not comment on the meaning of the
question or indicate in any way what kinds of
answers might be acceptable.
3) Every question must be asked unless they are
instructed to do otherwise.
4) Questions must be asked in the same sequence
as given on the questionnaire.
In addition, practice interviews were arranged to ensure
that- the actual interviews ran smoothly.
The interviews were conducted in seven areas:
Central, Causeway Bay, Tsim Sha Tsui, Mong Kok, Kowloon
Tong, Kwun Tong, and Tsuen Wan. Each interviewer was
assigned specified areas. Customer respondents were
approached in supermarkets located in these areas.
They were qualified as respondents on the basis of
observing them make a purchase. The interviews were




Non-customer respondents were solicited in restau-
rants, grocery stores, theatres, their homes, bookstores,
ferries, and buses in each of the abovementioned areas.
They were qualified on the basis of whether or not they
had heard of supermarkets. If the subject was qualified
to be interviewed, a small gift (2 bars of soap) was
offered to induce her/his cooperation.
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6.0 RESULTS AND ANALYSIS
The first major segment of research data gathered
is concerned with developing a picture of the food market
in Hong Kong. Secondly, the data gathered from the semantic
differential scale present the consumers' image of the
supermarket. Lastly, descriptions of the characteristics
of the consumers are given.
Throughout the Cross tabulation, the format is #/%
Number(#) totals may not be the same as the relevant
sample size due to refusals to answer or missing data. The
detailed results are shown in Appendix III.
Question 7 of the questionnaire was completed only
by non-customers. Question 8 was completed by customers.
The rest of the questionnaire was completed by customers
and non-customers alike. When there is no significant
difference between groups, few (if any) analytical comments
will be given.
The results obtained by discriminant analysis are
shown in Appendix Va. This Appendix illustrates the dis-
criminatory power of the variables. The more powerful a
variable, the better it can discriminate between customers
and non-customers.
Throughout the analysis, the results shown by dis-
criminant analysis and multiple cross tabulation are used.
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All data are classified as customer and non-customer.
When results are significant, relevant data classified
according to sex, age, education level and income are used
to supplement the interpretation.
6. 1 The Picture of the Market
This segment of data provides information on some
facts of the food market, i.e., the types of stores
patronized by the Chinese people the frequency and time
of food purchasing the person who does shopping for the
family the money and time spent on each shopping trip
the types of merchandise required by people and the type
of food which most of the Chinese people prefer. The
data are shown in Appendix III.
1. Type of Stores Patronized (Table 1a)
/it was observed that the traditional grocery store
and the hawker are two major suppliers of food for non-
customers. They constitute 31 per cent and 66 per cent
respectively. It should be noted that a significant
number (over 41 per cent) of the customers purchase most
of their food from the street market. This might be
attributed to the fact that people prefer to shop at
places close to their homes. If the supermarket were
easily accessible, a larger share of the market could be
obtained.
2. Frequency and Time of Food Purchasing (Tables
16, 2a and 2b
It is observed that there is a tendency to minimize
shopping time, Over 63 per cent of the customers and 37
per cent of the non-customers buy their food every two
or more days. This is possible only because of the
popular adoption of the refrigerator. Fifty-five per cent
of the non-customers buy their food once a day.
There may be several reasons for this: 1) they have not
made extensive use of the refrigerator, 2) they still
maintain traditional shopping habits, and 3) it is con-
venient to shop in the street market due to the close
proximity to the consumers' homes.
Most of the people do their shopping on week-days
and during the .day time (before 5 p.m.). However, 29 per
cent of the respondents do their shopping after 5 p.m.
This is* s ignificant to the supermarket operator. Keeping
the store open after 5 p.m. will permit more business to
be done, since more than 14 per cent of the respondents
do their shopping on Sunday, a great deal of business can
be conducted if the store is open.
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3. The Person Who Makes the Purchasing Decision
(Table 2c)
There is no significant difference between the
customers and the non-customers on this variable.' 'It
was observed that the shopping for food is done by
members of the family. Only 3.5 per cent of the respondents
have amah services, and 0.5 per cent have children do their
shopping. When this is compared with Table 13b, Age of
Respondents, it can be concluded that over 60 per cent
of the respondents who do the buying for their families
are adults. (21 years of age or over), and=thus might have
more opportunity to make the purchasing decision for the
family. The majority of them are in the 21 to 30 age
ran-+ (17 Q 1A-r npnt of the respondents).
4. Time and Money Spent on Each Shopping Trip
(Tables 3b, 6a and 6b).
.Customers spend more money than non-customers on a
shopping trip. Since the money spent on each trip is
closely related to the frequency of shopping, and the
customers do their shopping less frequency than non-customers,
this is self explanatory. About 79 per cent of the res-
pondents (customers and non-customers) spend 30 dollars
or less on each shopping trip. Table 3a (Means of Trans-
portation for Respondent's Trip) reveals that most people
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(79 per cent) do their shopping on foot, but 23 per cent
of the customers have to take buses for their shopping
trip. Very few people (only 4.5 per cent) do their shopping
by private car. These results show that a person can only
carry a limited quantity of merchandise on each trip.
Therefore, neighbourhood stores need to have a greater
share of the food market. Another possibility is for the
supermarket to provide delivery service to the customers
at minimum cost. As observed from Table 4, 75 per cent
of the non-customers indicated that they would be willing
to shop at the supermarket if one were close to their homes.
It can be concluded that the neighbourhood store will draw
more consumers to patronize the supermarket. Furthermore,
customers will probably buy more at the nearby super-
market due to its convenience and proximity to their homes.
A comment can be added in connection with the
willingness of non-customers to patronize the supermarket.
From Table 4, it can be seen that more than 13 per cent
and 12 per cent of the non-customers indicate "don't know"
and "no" respectively, when asked whether they would shop
at a supermarket if one were close to their homes. This
high degree of "don't know" and "no" shows the need to
convey more accurately what. kind of store a supermarket is.
As to the time spent on each shopping trip (from
the time the consumer arrives at the shopping place until
76
finished), of the total respondents (customers and non-
customers), 42 per cent spend less than 30 minutes and
43 per cent spend 30 to 45 minutes. Most of them do not
seem to feel that it is too long. There is no significant
difference between customers and non-customers on the time
spent on each shopping trip. However, when this is
compared with the data on frequency of shopping, it can
be assumed that customers of the supermarket spend less
total time shopping than non-customers.
5. Types of commodities required by customers
This information is based on Question 8, which was
answered by customers only. The simplest method is to list
the number(#) and the percentage(%) of the respondents
(a total of 100) who have indicated the types of commodities





17/17%Fruits and vegetables (3)
46/46%Bakery products (4)
66/66%Dry groceries (baby food,







33/33%Health and beauty aids (D)
27/27%Housewares (E)
3/3%Magnazines (F)
8/8%Stationary 1 and toys (G)
27/27%Others (H)
The figures are easily understood. This is con-
sistant with the foregoing analysis that 41 per cent of
the customers purchase most of their food from the street
market. It is quite clear that they purchase most of
the fruits, vegetables, and housewares from the street
market. This may be attributed to the fact that the
Chinese prefer fresh vegetables. Furthermore, hawkers
sell mostly locally grown vegetables, which are cheaper
than foreign imports.
All twenty-seven respondents methioned rice under
this category. Early in March, 1974, Hong Kong Govern-
ment called in supermarket operators to retail see-mew
riee an agreed maximum price.
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The low-price image of the supermarket was high-
lighted by the Government when the Commerce and Industry
Department called in the operators to retail See Mew
rice at an agreed maximum price which was lower than that
of the grocery store.1 When consumers are attracted to
buy rice from the supermarket, they will certainly buy
other commodities as well, provided that the prices of
the commodities are reasonable.
Since almost all of the respondents (99 per cent)
indicated that they prefer Chinese food (Table 5c), it is
important that the supermarket provide a wide variety of
food items which are necessary for cooking Chinese food.
6.2 Information Related to the Selection of Advertising
Media
Any means by which the advertising message is
conveyed to the potential customer is an advertising
medium. The most important medium used by retailers is
the daily newspaper.2 Other media, however, also have
1Hnng Kona Standard, March 11, 19749 p.1.
2 Clare w, Barker Ira Dennis Anderson and J. Donald
Butterworth, Principles of Retailing, (New York: ivicuraw
Hill Book Company, Inc., 1956) P-453,
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their place in the advertising and promotional program,
among them being mail or handbill advertising radio and
television broadcasting advertising outdoor advertising
a group of miscellaneous media including magazines,
pamphlets and brochures in the form of package stuffers
and a wide variety of novelty media such as matches,
pencils, key chains, and the like.
The information sought by this section of the
questionnaire is related to the following mass media:
radio and television broadcasting, to newspapers and
magazines. The figures of Table 15a, 15b, 15c and 15d
are self-exDlanatory.
The choice of these mass media should be easily
made from these results. However, the newspaper-magazine
exposure of customers is a little more than non-customers.
As shown in Table 14a, the customers are better educated
than the non-customers. The better educated tend to
read more and listen to more cultural programs. This is
reflected in the results which showed customers listen
to Radio Hong Kong, both the English and the Chinese
stations, which broadcasts more programs of a cultural
and educational nature. Although there is no significant
difference between customers and non-customers in their
preference of television channels, it is interesting to
to note that TVB- Jade is far more popular than RTV-
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Chinese. More than 80 per cent of the total responuenuo
picked TVB- Jade as their favourite TV station, while
only 12.8 per cent picked RTV- Chinese. This is probably
because it was only in late 1973 that RTV went into wire-
less broadcasting.
Finally, the results show that the supermarxet
operator can make effective use of these media. All the
respondents listen to radio stations and watch television
programs. More than 77 per cent indicate that they read
newspapers regularly. This is no doubt a powerful medium.
If the most widely read magazines can be identified, the
magazines, though less frequently read by people, can be
an effective means of informing potential customers of
the supermarket's merchandise.
6.3 Image of the Supermarket as Depicted by the Semantic
Differential Scale
In general, the ratings are favorable from both
groups. The simplest method of presentation is to
comment according to the sequence of discriminatory
power, from the strongest to the weakest.
1.. Attitude Toward the Price of Merchandise Sold
in Supermarkets as Comparea To utner otiuru:s
This variable is the most powerful among the
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variables on the opinion scale. It is ranked lirsi in
discriminatory power. The mean score is 2.24 for customers
and 2.54 for the non-customers. From Appendix III, Table
6a, it can be seem that more customers than non-customers
considered the price of merchandise sold in supermarkets
cheaper than in other types of stores. However, it should
be noted that both groups perceived the price as being.
lower than in other types of stores. The conception has
been probably facilitated by the Government arrangement
for supermarkets to retail See Mew rice at an agreed
price lower than that of the grocery store.
2. Attitude Toward the Hygiene of Food Sold in
Supermarkets
This variable is ranked third in discriminatory
power. The mean score is 1.86 for customers and 2.01
for non-customers. From Appendix III, Table llb, it
can be seem that customerst ratings are more favourable
than non-customers'. However, the ratings given by both
groups are very favourable. This is probably due to a
more pleasant atmosphere and layout of the supermarket
as compared with the traditional grocery store and the
street market.
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3. Attitude Toward Self-Service
This variable is ranked fifth in discriminatory
power. The mean score is 1.72 for customers and 1.93 for
non-customers. Both groups gave extremely favourable
ratings to this variable. Some respondents commented
that self-service in purchasing gave people the feeling
of freedom and the opportunity to manipulate goods.
The customers found it more gratifying to use this type
of purchasing method.
4. Attitude Toward the Quality of Merchandise Sold
in Supermarket s
This variable is ranked sixth*in discriminatory
power. The mean score is 2.31 for customers and 2.47 for
non-customers. Both groups perceive this variable as
favourable.
5. Attitude Toward the Nutritional Value of Frozen
Food
This variable is ranked eighth in discriminatory
power. The mean score is 3.03 for customers and 2.87
for non-customers. It was originally assumed that
customers would give more favourable ratings to this
variable. This unexpected results may be attributed to
the fact that after buying frozen food from the super-
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market, the already existed negative attitude toward
frozen food is strengthened. The ratings on this variable
were probably influenced by the attitude toward the taste
of frozen food.: Many respondents commented that they
prefer fresh food.
6. Attitude Toward the Taste of Frozen Food
This variable is ranked ninth in discriminatory
power. The mean score is 3.06 for customers and 3.11
for non-customers. It can be said that there is no
significant difference between these two groups. As
observed from Appendix III, Table 6b, and Appendix IVa,
the ratings from both groups are below average. The
results confirm the assumption that/Chinese people do
not like frozen food.
7. Opinion on the Sufficiency of Merchandise Provided
by Supermarkets
This variable is ranked tenth in discriminatory power,
The mean score is 2.64 for customers and 2.69 for non-
customers. There is no significant difference between
these two groups. The ratings are considered fairly
favourable.
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8. There is no significant difference between
customers and non-customers on the following variables
Convenience of shopping in supermarkets, atmosphere
(comfort and friendliness) in supermarkets, and decoration
of supermarkets. The ratings are very favourable, especially
on variables of convenience and comfort. Ratings on
these variables are probably related to store layout
and display of merchandise in the supermarket. In com-
parison with the layouts of the grocery store and the
street market, the supermarket is undoubtedly more
attractive. The attitude toward these factors may also
have a halo effect on other variables such as hygiene
and quality of merchandise.
9. Price Image of Supermarkets
Neither group thinks that shopping in supermarkets
is prestigeous. The mean score is 3.56 for customers and
3.39 for non-customers. This is probably due to the low-
price image of the supermarket. This low-price image is
undoubtedly favourable to the supermarket. However,
supermarket operators should seek to develop the im-




Included in this category are sex, age, education,
and income.
1. Sex
Women seem to accept supermarkets more than men
(III la). Maybe women are more involved in the purchase
of food items. They are more inclined to seek good buys
with better price and better facilities being important
to them, while men, shopping occasionally, do not see the
need for any change, Women also give more favourable
ratings to the following variables: price, quality of
merchandise, variety of merchandise supplied, and influence
of advertising (Appendix IVa). This might be due to a
better knowledge of the actual purchasing situation and
thus a comparision is possible. However, women are less
satisfied with the atmosphere of supermarket. Generally,
there is no significance difference between these two
groups on all the opinion scale variables.
yBecause of the requirement of the discriminatory
analysis that only the prediction variables with interval
scale can be included, sex is left out of the technique.
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2. Age
The consumer's age is a factor influencing iooa
consumption. From Table 13a of Appendix III, it is shown
that most of the customers (48 per cent) are in the 21-30
age bracket. The customers are also younger than non-
customers. As 81 per cent of the customers and 68 per
cent of the non-customers are below 40, it can be concluded
that the purchasing decision of food items is mostly made
by youner people.
Those who are over fifty give lowest ratings to the
following variables: price, taste and nutritional value of
frozen food, quality of merchandise, comfortable atmosphere,
influencing of advertising and self-service. The younger
group (under 40), on the contrary, give more favourable
ratings to these variables. The young adult group (21 to
40) does not think shopping in supermarket is very
prestigeous while the oldest group (over 50) and the
youngest group (under 21) consider it as having prestige
(Appendix IV c).
The probability of this variable is 0.063878, and
its rank of discriminatory power is the 7th of a total
of 16 variables (Appendix Va). The customer is younger
than non-customer, with most of the customers coming
from the 2 1- 30 age group,
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3. Education
Education is often said to be important in its
effect on food purchasing and comsumption. The probability
of this variable is 0.026403. It is ranked 4th in its
discriminatory power (Appendix Va). Appendix III 2a and
the mean scores of both groups (customers and non-customers),
show that the customers are better educated than the non-
customers, with 92 per cent of them having secondary
education or higher. This may be attributed to the fact
that the supermarket has more an educated outlook than
other types of food outlets.
From Appendix IVd, it is observed that those with
primary school education or below give the lowest ratings
to the nutritional value of frozen food and the quality
of merchandise. This might be due to the lack of proper
knowledge on the nutritional value and quality of frozen
or canned food.
Ratings on price of merchandise sold in the super-
market are favourable from all groups of different
educational level. Generally speaking, there is no
significant difference between these groups on other
variables of the opinion scale.
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4. Income
An important characteristic of consumers, affecting
the purchasing and consumption of food products, is
income. This variable ranks the second highest in dis-
criminatory power with the probability of 0,006272
(Appendix Va). Generally, customers tend to be in the
higher income bracket, or with 63 per cent of them having
a household monthly income of $2001 or more. On the
contrary, 52.6 per cent of the non-customers have house-
hold monthly income of $2000 or less. The effect of income
is so closely tied to education that the two are practically
inseparable. It might be concluded that the well-educated,
high-income people use more foods of a sophisticated type.
From Appendix IVe, it is observed that the different
income groups give favourable ratings to the following
variables: price and quality of merchandise sold in
supermarkets, atmosphere, convenience, variety of merchandise
offered, decoration, hygiene of food, and self-service.
It is interesting to note that the higher the consumer's
income, the less she/he has a feeling that shopping in
supermarkets implies prestige. When this is compared with
Appendix IV_a, which shows that the customers give less
favourable rating to this variable, it can be assumed that
the customers (generally with higher income) consider it
less prestigeous. It shows that the non-customer-lower-
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income. group has a higher expectation of the super-
market. Once they have patronized the supermarket, this
feeling is reduced, because they find that the supermarket
is selling goods at lower prices, and that it tries to
serve the ordinary people.
Finally, the prediction accuracy of the classification
of customers and non-customers should be noted. The
accuracy of prediction of the method is shown by Hits and
Misses table as appeared in Appendix Vb.
The total prediction accuracy of the discriminant
function is 70.22 per cent. The accuracy of both groups
(customers and non-customers) is about the same, and it
is only fairly satisfactory. The low prediction accuracy
is due to the fact that the answers given by non-customers
are very similar to :those of the customers. As it has been
shown in the :bregoing discussions, both customers and
non-customers have favourable attitudes toward supermarkets.
Since both groups gave similar ratings to most of the
variables studied, when these groups were brought to-
gether for analysis, the outcome was be somewhat dis-
guised. Thus, the prediction accuracy is distorted.
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7.0 POSSIBILITIES FOR FUTURE GROWTH
Although the sample size was not large, and the
total prediction accuracy of the discriminant function
is only fairly satisfactory, it is still quite safe to
project the findings to the Chinese population of Hong
Kong. This is due to the commonality of answers shown
throughout most of the data of the two groups of people
(customers and non-customers). From the results and
analysis in Chapter 6, the hypothesis can be accepted.
If the supermarket could provide goods and services
which meet the needs of the Chinese population in Hong
Kong, the Chinese would increasingly shift away from the
traditional food retailing outlets, and turn to super-
markets for their,\and daily necessities. The super-
market operation is likely to flourish more in the near
future. The findings reveal that the response of the
Chinese people (both customers and non-customers) to the
supermarket is very favourable. There are many opportunities
for supermarket expansion.
7.1 Recommendations
In order to facilitate this growth, the study
findings should be translated into promotional alter-
natives. The first item of major concern is market
91
segmentation. The promotional program aia ouageti snouia
focus on non-customers. In order to identify the target
segment, consumer characteristics are by far the most
important. Since supermarkets operate on price appeal,
large segments of the market can be identified by income.
The study findings reveal that both customers and non-
customers feel that the price of merchandise sold in
supermarkets is lower than that of other types of stores.
It should not be difficult to attract consumers of
different sexes, different education levels, different
ages and different income levels. The objective here
is to provide more neighbourhood stores that cut across
all income groups.
Because of the absense of supermarket in neighbour-
hoods, the lower income group has been unable to patronizE
them. There are two reasons for this: (1) there is a
lack of adequate transportation, and (2) a lack of time
for travel.1 The promotional-advertising program should
help the potential consumer to be aware of the existence
of the supermarket operation within her neighbourhood.
'The lower income group usually has longer working
hours.
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It has been found that the highest probability of attract-
ing consumers is within a location of one mile (in each
direction) from the store.1 Since Hong Kong is densely
populated, this probability becomes distinctly higher.
In some areas, such as Mong Kok which has a density of
400,611 persons per square mile, the distance may be
reduced to half a mile or even a quarter of a mile (in
each direction). The idea is to provide a sufficient
number of stores which will serve as many consumers as
possible in a neighbourhood.
The message to non-customers must not be too
educational in nature. A highly educational message will
turn the lower-income-less-educated group away. The
message should be directed to the ordinary people,
especially the housewife, who are in the 21 to 40 age
bracket. It is this age group which has most of the
purchasing power and makes the purchasing decision.
Because of their low price appeal, the supermarkets
have not been able to create an image of prestigeo us
store among the people. On the one hand, the prestigeous
Rachman, p.107.
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image might alienate the lower income group on the other
hand, it can facilitate patronage loyalty. Therefore, the
advertising message should not give people the impression
of highness or out-of-reachness. However, it should
help to develop the impression that supermarkets are
better than other types of stores.
The respondents indicated that their purchasing
and consumption of food were not influenced by advertising,
Maybe they are not aware of the amount of advertising
that surrounds them. Maybe they are not used to looking
for advertised information regarding their food purchases.
In order to increase sales and to penetrate the market,
the supermarket operators, particularly of large chains,
shouldcbvelop a comprehensive advertising program to
promote the supermarket as a product and the goods and
services it seeks to sell. Newspaper advertising is a
more important medium because it reaches the immediate
audience. The use of a Sunday Supplement should be
considered by large retail chains. Once the Chinese
people have developed the habit of reading newspaper
advertisements for their food purchases, the newspaper
will become the most powerful medium. Television and
radio advertising can be utilized on a supplementary
basis. This form of advertising is expensive and
because food advertising should adjust to supply-demand,
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and price changes, few stores are able to afford to
produce new TV-radio commercials all the time.
Consumer service is a key element in deciding the
success or failure of a sipermarket operation. Consumer
services in a supermarket are of various types including
assistance to the shoppers in their selection and
purchasing functions. The qupermarket with efficient
shopping services will attract customers to its operation.
Services of this kind include wide aisles, accessible
display shelves, efficient checkout operations and
courteous personnel. The first two types of services
can be easily neglected by supermarket operators in
Hong Kong due to the lack of adequate floor space. The
study findings reveal that the people are not impressed
with the decoration and layout of supermarkets. Research
findings show a positive relationship between shelf space
and unit sales.1 The costs of increasing display space
may be covered by profits from increased sales. However,
this finding should not be applied without giving
careful consideration to other factors, for increasing
'Ronald C. Curhan, The Relationship Between Shelf
Space and Unit Sales in Supermarkets, Journal of
Marketing, November, 1972, pp. 406- 4 110
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shelf space for every grocery item is analagous to ouiia
ing a store too large for its market. The supermarket
operators should face this predicament with careful
planning and research.
The personnel of a store largely determines its
reputation. If the supermarket operation is to be
successful, the personnel must be courteous, happy,
friendly and efficient. This will call for an effective
personnel and training program.
One of the most important factors in the success-of
supermarkets is the combination of lines, qualities,
varieties, brands and size of items which the vendor
carries (i.e., the product mix). There are, of course,
certain items which must be carried by the supermarket
even if doing so results in a considerable loss. If
space and demand warrant it, the supermarket should
carry a fall assortment of non-food lines. This will
facilitate one-stop shopping, and will intercept customers
who otherwise will buy these items from drugstores,
department stores, grocery stores and hardwares stores.
7,2 The Future of Supermarket Operations
Based on the study findings, supermarket operations
in Hong Kong are in a healthy condition. How long will
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this condition last? Where is food distribution headed
from here? The answers to these questions are of
significance to the supermarket operator.
One of the challenging aspects of food retailing is
that it is constantly undergoing change. Most assuredly,
one of the major tasks of ]retail management is to adjust
to change.
The reasons for changes in food retailing are
fairly obvious. First on the list is certainly the
growing affluence experienced by consumers in the Colony.
Also high on the list are the growing technological
improvements that have affected the goods and the services
the people can afford. Playing a secondary role is the
increasing ease with which the food retailer can communicate
their offerings to all segments of the consumer market.
Change in thesupermarket peration takes two forms
7.2.1 External Changes
The major external changes taking in the supermarket lc
environment are in four main areas: legislation, political
status, competition, and trends affecting the consumer.
Changes affecting the consumer have been discussed in
previous chapters and will not be summarized here.
Concerning political status, the Colony will probably be
able to retain the present position for a decade or even
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longer. Several signs support this view. In recent years
China has established diplomatic relationships with most
countries of the world. Her relationship with the United
Kingdom has been greatly improved. She has also expanded
her world trade, and has utilized Hong Kong's docking,
containerization, and air transport facilities. Further-
more, foreign investment and capital spending on long-
term building projects such as the mass transit 'system
give optimistic indication that Hong Kong will remain
politically stable for some times to come. However, in
view of China's constant internal political struggles, the
future of Hong Kong always remains uncertain.
The major trend in legislative affecting the
retailer has been toward a significant increase in govern-
ment controls. Recently, Government has set a price
ceiling tr rice and may apply such control to other
essential good items if the spiralling inflation is not
curbed. Consumers Council has also been formed to
regulate retail prices and to discourage profiteering.
As noted in Chapter One, the supermarket operation
has been growing at a rapid rate. The growth has not
only been in total numbers but in the size and location
of the stores. Many more supermarket chains will be in
operation in the near future. The China Product Stores
will undoubtedly penetrate the market with lower-priced
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products from China. The independent grocery store will
form buying cooperatives to share the advantage of quantity
discounts. The choice of satellite city locations will
also be a trend in supermarket growth. This is precipitated
by government housing projects and population movement.
In a few years time, Kwai Chung, Shatin, Tai Po, and
Castle Peak will be developed into large population
centres. New stores will be needed in these areas. This
means that plans should be made to Government to allocate
lane for supermarket otierations.
7.2.2 Internal Changes
Among some of the more conspicuous of these changes
are communication responses, goods and services-'offered,
and the total physical distribution pattern of retail
firms. As the people become better educated, the type of
mass media accepted by them changes accordingly. The
supermarket operator should be alert to this trend and to
effect changes in the choice of media.
The taste of the people and the nature of consumer
products change from time to time. The goods and services
offered by the supermarket should meet the needs of the
people and should aim to reduce operating costs. One can
expect that more of the goods handled in a supermarket
will eventually be sold in new forms, which will bring a
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reduction in operating costs and in the number of employees.
To what extent this will actually materialize is anybody's
guess.
(The shape of things to come in the distribution
system will be determined by market forces. Due to the
feasibility of the neighbourhood stores and the lack of
adequate floor space for large shopping centres, one sees
the possibility of a major trend in the increase in the
number of small neighbourhood operations.
Research findings indicate that prices are of clear
importance in determining selection of package size.'
Price as such is not a relevant quantity what really
matters is value. In purely physical terms, value can be
measured in cents per pound or some similar ratio.
Housewives might generally expect that value, measured in
this way, would increase with the size of package purchased.
A naive economic viewpoint might be that one should buy
the largest possible package size. However, such a view-
point ignores considerations such as convenience and
wastage, and it is unrealistic to expect housewives to
perform such calculations. Due to the lack of adequate
1C.W.J. Granger and A. Billson, Consumers' Attitudes
Toward Package Size and Price, Journal of Marketing,
August, 1972, pp. 239- 248.
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transportation for shoppers, the convenience tac-tor
should determine the package size of products. However
the size-price relationship should be studied carefully,
and a great deal of consumer education will be required.
Another phase of this subject is the possibility of
improved ways of doing things within the supermarket
organization to increase efficiency and improve customer
service. It can be expected that increased shelf space
might be used as a means of decreasing labour costs.
That is, capital expenditure might be substituted for
increased labour costs to the advantage of the manage-
ment. The utilization of the computer is also a way to
increase the efficiency potential.
Thus innovations may take widely different forms.
But whatever the size and form of future food retailing
institutions, competitive pressure will produce improved
services, on the one hand, and more efficient procedures,
on the other. The former might even result in revolu-
tionary schemes of market distribution such as home
delivery of items selected from mail-order-like merchandise
centres. The latter might take the form of improved
techniques of stocking merchandise and revolutionary
methods of checking out merchandise after customer
selection.
Since no one knows what will happen next in terms
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of Hong Kong's political-economic future and the food
retailing business in the Colony, those engaged in business
in this field must be figuratively on their toes. This
requires being mentally alert to change and flexible-minded
regarding the form that such changes may take. Under the
present political-economic conditions, the food retailing
business will continue to flourish because food is a basic
commodity. It is important to keep in mind, however,
that because of the intensive competition in the field
and the uncertain results derived thereby, the supermarket
operator must constantly be on the alert so he can properly
adjust to whatever conditions develop. Competition will
be cruel to those do not take into consideration the
changing patterns in consumers' shopping needs. Super-
market operators in Hong Kong should always take bold
steps forward to meet the challenge of all the changes
in the enviroment. It is only with such an open perspec
the that supermarkets can really expand and evolve to be
the leading and most efficient method of food retailing
in Hong Kong.
APPENDIX I







Introduction: Hello, my name is (your name). I am a student
at the Chinese University. We are conducting
A si1rvPv nn buvi nP behaviour. Your name will
not be used. we only want your ideas on a iew
questions.
1.(Fnr customers) I notice that you just finished shopping
Tf vnu will lust take a few minutes to complete an inter
view, we have a small gift for you. (Go to Question j
2.(For Non-customers) Have you heard of the supermarket
operation? (don't know same as no)
noyes
If you will lust take a few minutes to complete an inter
view. we have a smallift for you. (If no) TnaruK you,
but we must interview people who are familiar with this
type of store.




The Chinese University of Hong Kong
Questionnaire
Classification
Customer: Une wno snops az tine ouperuld,lx.c u (1)
regularly.
One who has heard of the SupermarketNon-Customer:
operation but has never shopped at a
Supermarketrior to the interview,
or one who has shopped at 5upermarKetis
fnr IPRR than 2 times in the past six
(2)months nrior to the lntierviews.





0 u,,,xr n-f+or rlrl i mqua11 v bav your food? (Please check one)
(1)once a day
(2)twice or more a ctay
(3)every two days
(4)every three days
(5)more than three days





lb. Day time (before 5 p.m.)
2:Evening (after 5.m.










5. What is the means of transportation for your shopping













7. (NON-CUSTOMER ONLY) If there were a supermarket close to





8. (CUSTOMER ONLY) What do you usually buy from supermarket?




Fruits and vegetable (C)
(D)Bakery products











9. How much time do you usually spend on each shopping trip?
(From the time you arrive at the shopping place until
less than 30 minutes (1)
30- 45 minutes (2)
46- 60 minutes (3)
more than 1 hour (4)












Instructions: Here are pairs of words and five points between them,
please check the position which best describe your
opinion towards supermarket.
The dash on the far left (1), represents the strongest rating on
one object, the dash on the far point (5), represents the opposite
strongest rating on that object. The centre dash (3) is then the
neutral or so-so position. Please check that dash which best
represents your opinion on that factor.
As an example of the scale and its use, you are asked your opinion





You feel that the cost is somewhat higher than average so you
wnuld check in (3).
1. What do you think of the
price of merchandise sold
in supermarket as compared
morelessto other stores: _-
2 expensive4 5expensive 3
2. The taste of frozen food
badis: good
21 4 53
3. The nutritional value of
lowhighfrozen food is:
21 4 53
4. The quality of merchandise
badsold in supermarket is: good
21 543
5. The atmosphere in super-
market while you are





6. Shopping in supermarket
inconvenientis: convenient
21 4 53
7. Do you think super-
market can provide
the variety of mer-
insutticienisufficienchandiseou need?
9 51 43
8. To what extent is your
shopping of food and
other house-hold products
influenced by advertis-
not at allvery muching?
1 2 4 53
g. Do you think shopping
in supermarket is
not at allvery muchprestigeous?
521 43
10, The decoration of
notattractivesupermarket is:
attractive2 31 54
11,The food sold in
nothygienicsupermarket is:
hygienic21 543








1. Sex: Male (1)
Female (2)






3. Educational Level: (Please check one)





4. Your Monthly Income: (Please check one)
Less than $1,000 (1)
$1,001 - $1,500 (2)
$1,501 - $2,000 (3)
$2.001 - $2.500 (4)
$2,501 - $3,000 (5)
Above $3,000 (6)
5. What is your favorite radio station? (both Chinese and
Enlish)
Radio Hong Kong-English (1)
Radio Hong Kong-Chinese (2)
H.K. Commercial-Chinese I & II (3)
H.K. Commercial-English (4)
6. Do you read newspapers regularly?
(1)yes
no (2)












Chinese Translation of the Questionnaire
香 港 中 文 大 学
问 卷
请 。 一 项
顾 客 ： 经 常 在 超 级 市 场 购 物 者
非 顾 客 ：
对 超 级 市 场 有 所 闻 ， 但 从 未 在 超 级 市
场 购 物 或 在 填 此 问 卷 前 六 个 月 在 超 级
市 场 购 物 少 過 二 次 者
1 你經常在何處購買大部份的食物？請。一項）
街 市
超 級 市 場
雜 貨 店 或 士 多
國 貨 公 司
2 你每隔多久購買食物（請。一項）
每 日 一 次
每 日 二 次 或 以 上
每 隔 兩 日
每 隔 三 日
超 過 三 日 才 買 一 次
3 你經常在當應時候購買食物？
（ 請 。 一 項 ） 星 期 一 至 五
星 期 六
星 期 日
（ 請 。 一 項 ） 日 間 （ 下 午 五 時 前 ）




你 的 兒 女
你 的 妻 子
你 的 丈 夫




巴 士 （ 包 括 小 巴 ）











































市 場 （ 不 行 可 至 ， 你 會 到 那 裡 購 物 嗎 ？ ）




品 ？ （ 請 在 適 合 的 品 項 下 加 。 號 ）
（ 甲 ） 食 品 類
冷 藏 肉
牛 奶 / 乳 酪 食 品
蔬 菜 生 果
餅 乾 麵 包 類
乾 糧 （ 如 果 嬰 兒 食 品 罐 頭 等 ）
（ 乙 ） 非 食 物 性 質 用 品
家 庭 日 用 品
紙 張 性 質 用 品
洗 衣 用 品
衛 生 或 美 容 用 品
家 庭 用 具
雜 誌 或 報 章
文 房 書 籍 與 玩 具
其 他 ：
9 你每次購買食物需時多少？ （ 指 到 達 購 物 地 點 至 買 完 為 止 ）
（ 請 。 一 項 ） 30
30-45
46-60
超 過 一 小 時
你 認 為 太 長 嗎 ？ （ 請 。 一 項 ） 是
不 是
難 以 確 定
10 你全家通常吃甚麼食物 西 餐
中 餐





































下 列 有 12 對 相 反 词 ， 在 相 反 詞 之 间 有 五 個 等 级 ， 請 在
最 能 表 示 你 個 人 意 見 的 一 格 加 √ 號 。
在 最 左 端 的 一 格 （ 即 1 等 ） 表 示 對 某 一 事 物 的 最 高 評 價 ，
正 中 的 空 格 （ 即 3 等 ） 表 示 中 立 或 極 普 通 的 意 思 。 2 等
表 示 傾 向 1 等 ， 4 等 則 表 示 傾 向 5 等 。 請 在 最 道 合 的
空 格 上 加 √ 號 。
举 例 而 言 ： 如 你 有 關 香 港 的 生 活 程 度 ， 請 你 在 下 列 五
個 空 格 中 選 一 個 以 表 示 你 的 意 見 ：
1 2 3 4 5
極 高 相 當 高 普 通 相 當 低 極 低
如 果 你 認 為 香 港 的 生 活 程 度 相 當 高 ， 則 應 在 2 等 之 空 格
上 加 √ 號 。
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下 例 各 項 是 想 調 查 你 對 超 級 市 場 的 意 見
（ 每 一 問 題 請 . 一 格 ）
1 你 認 為 超 級 市 場 所 售 物 品 較 平
的 價 格 與 其 他 商 店 比 較 如
何 ?
較 貴
2 冷 藏 肉 類 的 味 道 極 好 極 壞
3 冷 藏 肉 的 營 養 價 值 高 低
4 超 級 市 場 所 售 貨 品 的 品 質 極 佳 極 差
5




不 方 便6 在 超 級 市 場 購 物 極 方 便
7 超 級 市 場 是 否 充 足 供 應 充 足
你 所 需 要 對 物 品 ?
不 充 足
8 你 購 買 食 物 是 否 受 廣 告 極 大 影 響
的 影 響
9 在 超 級 市 場 購 物 和 司 法 有 聲 有
望 ?
絕 無 影 響
絕 無
10 超 級 市 場 的 裝 飾 或 佈 置 極 吸 引
11 超 級 市 場 所 售 的 食 物 衛 生
不 吸 引
不 衛 生
12 你 購 買 食 物 或 其 他 日 用
品 時 , 是 否 細 化 自 助 方
式 ?
甚 喜 歡 不 喜 歡
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5








1 2 3 4 5
1.36
1 2 3 4 5
1.37
1 2 3 4 5
1.38
1 2 3 4 5
1.39
1 2 3 4 5




1 2 3 4 5
1 2 3 4 5
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1 性 別 : ( 請 . 一 項 ) 男
女






3 教 育 程 度 ( 請 . 一 項 )
小 學 或 以 下
中 學
大 學 預 科
專 上 / 大 學
研 究 院







5 你 最 喜 歡 收 聽 的 電 台 是 ( 請 . 一 項 )
香 港 電 台 ( 英 文 台 )
香 港 電 台 ( 中 文 台 )
香 港 商 業 電 台 ( 中 文 - / 二 台 )
香 港 商 業 電 台 ( 英 文 台 )
6
你 是 否 經 常 看 報 紙 ? ( 請 . 一 項 )
是
不 是
7 你 最 喜 歡 那 一 個 電 視 台 的 節 目 ( 請 . 一 項 )
無 機 翡 翠 台
無 機 明 珠 台
麗 的 中 文 台
8 你 是 否 經 常 閱 讀 雜 誌
美 容 . 時 事 . 經 濟 等 各 類 至 雜 誌 )
( 如 有 關 婦 女 生 活 . 時 裝 .
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TYPE OF STORE DATRONIZED FREQUENCY OF SHOPPING
TOTAL ST SUPER CRO CHINA ONLE TWICE EVY 2 EVY 3 OVER
SAMPIE MKT MKT STORE STORE DAY A DAY DAYS DAYS 3 DAYS
108 106 43 44 3 85 13 21 10 67
100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
100.0 54.1 21.9 23.4 1.5 45.4 6.5 10.7 5.1 34.4
100 41 43 13 1 31 5 11 5 47
50.5 38.7 100.0 29.5 33.3 30.5 38.5 52.4 50.9 68.7
100.0 41.8 23.9 13.3 1.0 31.0 5.1 11.2 8.1 46.5
98 65 0 31 2 54 4 19 5 21
49.5 61.3 0.0 70.5 60.7 65.5 61.5 47.5 50.4 31.3
100.0 56.3 0.0 31.6 2.0 55.1 8.6 10.2 5.1 21.4
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SUPERMARKET DEVELOPMENT IN HONG KONG
A MASTFR' S THESIS BY JOHN CHU TAI WO
LIBA CUHK
1974
III 2 a III 2 b III 2 c
TIME OF SHOPPINF T . SHOPPING PERSON WHO DOES SHOPPING
TOTAL DAY EVE- HUS-
SAMRLEWK- DAY SAT SUN TIME NING AMAH SELF CHILO WIFE BAND ALL
RESPONPENT 193 129 35 28 120 49 7 108 1 17 2 63
100 . 0 100 . 0 100 . 0 100 . 0 100 . 0 100 . 0 100 . 0 100 . 0 100 . 0 100 . 0 100 . 0 100 . 0
100 . 0 67 . 2 18 . 2 14 . 6 71 . 0 29 . 0 3 . 5 54 . 5 0 . 5 8 . 6 1 . 0 31 . 8
CUSTOMER 100 57 25 15 61 22 2 59 0 4 2 33
COL . % 50 . 5 44 . 2 71 . 4 53 . 6 50 . 8 44 . 9 28 . 5 54 . 0 0 . 0 23 . 5 100 . 0 52 . 4
ROW %
100 . 0 58 . 8 25 . 8 15 . 5 73 . 5 26 . 5 2 . 0 59 . 0 0 . 0 4 . 0 2 . 0 33 . 0
NON - CUSTOMER 98 72 10 13 59 27 5 49 1 13 0 30
COL. % 49 . 5 55 . 8 28 . 6 66 . 4 49 . 2 55 . 1 71 . 4 45 . 4 100 . 0 76 . 5 0 . 0 47 . 6
ROW % 100 . 0 75 . 8 10 . 5 13 . 7 68 . 6 31 . 4 5 . 1 50 . 0 1 . 0 13 . 3 0 . 0 30 . 6
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A MASTFR' S THESIS BY JOHN CHU TAI WO
LIBA CUHK
1974
III 3 a III 3 b
TRANSPORTATION MONEY SPENT
TOTAL PRI BELOW 10 - 21 - 31 - 41 -
OVER
SAMPLE WALK CAR BUS TAXI 10 20 30 40 50 50
RESPONPENT 198 157 9 29 3 53 63 39 21 9 12
100 . 0 100 . 0 100 . 0 100 . 0 100 . 0 100 . 0 100 . 0 100 . 0 100 . 0 100 . 0 100 . 0 100 . 0
100 . 0 79 . 3 4 . 5 14 . 6 1 . 5 26 . 9 32 . 0 10 . 8 10 . 7 4 . 6 6 . 1
CUSTOMER 100 69 5 23 3 18 30 25 0 7 10
COL. % 50 . 5 43 . 9 55 . 6 79 . 3 100 . 0 34 . 0 47 . 6 64 . 1 42 . 0 77 . 8 83 . 3
ROW % 100 . 0 69 . 0 5 . 0 23 . 0 5 . 0 18 . 2 30 . 3 25 . 3 0 . 1 7 . 1 10 . 1
NON - CUSTOMER 98 88 4 6 0 35 33 14 12 2 2
COL. % 49 . 5 56 . 1 44 . 4 20 . 7 0 . 0 66 . 0 52 . 4 35 . 0 57 . 1 22 . 2 16 . 7
ROW % 100 . 0 89 . 8 4 . 1 6 . 1 0 . 0 35 . 7 33 . 7 14 . 5 12 . 2 2 . 0 2 . 0
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SAMPLE MER YES NO KNOW
RESPONDENT 198 100 73 12 13
100.0 100.0 100.0 100.0 100.0
100.0 50.5 36.9 6.1 6.6
CUSTOMER 100 100 0 0 0
COL. % 50.5 100.0 0.0 0.0 0.0
ROW % 100.0 100.0 0.0 0.0 0.0
NON-CUSTOMER 98 0 73 12 13
COL. % 49.5 0.0 100.0 100.0 100.0
ROW % 100.0 0.0 74.5 12.2 13.3
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A MASTFR'S THESIS BY JOHN CHU TAI WO
CUHKLIBA
1974
III 5c. III. 5bIII 5a
FOOD EATENWHITHER TOO LONGITME SPENT ON SHOPPING
UNDE CH IINWFSTTOTAIUNDFR 30- 4 5 46-60 0V Fr'
FONO CIrEc FOO)YESI&HKNi I N! I n'9S AMPPLF30 M Z N
1 7I I 53 19611915 U956 3RESPONDFNT
100.0 100.0 100.0100.0 100.0 100.0 100 00100.0 100.0 100.0
01.07.6 11. 61.3 27.343.1 7.11 00.0 42.1
37
10 126'i 1 9962100 744CUSTNM
45.1 50.073.3 52.1 50.550.0 49.144,6COL.% 50.5 51 .8
63.3 99.0I .044.4 26.57.1ROW% 1 0 0.0 11 .1 16.37,4
17 4 27 974608 12 57NON-CUSTOMER 41
50. 2 50.054.5 47.949.5 50.955.4 48.2 49.5COL
2 1.4441 .R 1 2.5pow 4,1100. 23.1 99.07.146,9
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SAMPLE 1 2 3 4 5 1 2 3 4 5
RESPONPENT 198 14 95 76 9 1 3 26 112 45 8
100 . 0 100 . 0 100 . 0 100 . 0 100 . 0 100 . 0 100 . 0 100 . 0 100 . 0 100 . 0 100 . 0 100 . 0
100 . 0 7 . 2 48 . 7 39 . 0 4 . 6 0 . 5 1 . 5 13 . 4 57 . 7 23 . 2 4 . 1
CUSTOMER 100 9 59 31 1 0 2 15 62 12 4
COL . % 50 . 5 64 . 3 62 . 1 60 . 8 11 . 1 0 . 0 66 . 7 57 . 7 55 . 4 37 . 8 50 . 0
ROW % 100 . 0 0 . 0 59 . 0 31 . 0 1 . 0 0 . 0 2 . 0 15 . 0 62 . 0 17 . 0 4 . 0
NON - CUSTOMER 98 5 36 45 8 1 1 11 50 28 4
COL . % 49 . 5 35 . 7 37 . 9 59 . 2 88 . 9 100 . 0 33 . 3 42 . 3 44 . 6 62 . 2 50 . 0
ROW % 100 . 0 5 . 3 37 . 9 47 . 4 8 . 4 1 . 1 1 . 1 11 . 7 53 . 2 29 . 8 4 . 3
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OUALTTY OF MERCHANDISFNIJTRITIONtAL VALOL
TOTAL
3 4 55 1 2421SAMPLF
1160 94 8354 1298?461QRFSPUNnFNT
100 100.0 100.00 100.0 100.0 100.0 100.0 100.0 100.0 100.0
4 42.6 3.1 0.06,2 48.228.412.6 51.6
32 .3
25 351 580 16 7 0CUSTOMER 3
38.5 50.0 0. 037.5 58.3 61.746.352.066.750.050.5COL
25.5 0.3.1 3. 1 32.0 3.038.0100 16.3 7 .0ROW% 52.0
3 k S S 113 51 329NON-CUSTOM5 479
50.0 61.440 33.3 53.7 0. 038.3 50.0OL. 41,702 .5LR.5
5.4 53.1 3.2 0.031.5 5.38.7 37.9Row 100.0 3.3 51.1
121
SUPERMARKET DEVELOPMENT IN HONG KONG






3 4 554 1 22ISAMPLE
3
702 1 1513SOIBDEN 08 l2 J55 3786
1100.0 100 100.0 100.0 100.0 100.0 100.0100.0 100.0 100100.0
1.0 7.9 1.66,7 11.1 37.9 4 1.44.6 19.228.5100.0
2 37 33745 1830100USTOMFR
COL% 57.1 66.88.6 51.446.2 100.0 53.3 100.05 4.50.5 50 .0
2.0 38.1 3.112.46.1 38.143.4ROW 100.0 18.230.3
7 MU 97 423525 4A 19Now-CUSTOMER 98
C O L% 0,05.3, 8 53.2 0.049 42,950-0 4R.bci4 46.745,5
0.0 45.29.7 7.57. 4 0.0ROW% 45.7 37,6100.0 26.6 20.2
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A MASTFR' S THESIS BY JOHN CHU TAI WO
LIBA CUHK
1974
III 9 a III 9 b
CONVFNIENCE VARIETY OF MERCHANDISETOTAL
SAMPLE 1 2 3 4 5 1 2 3 4 5
RESPONPENT
198 37 108 43 5 1 19 70 58 41
100 . 0 100 . 0 100 . 0 100 . 0 100 . 0 100 . 0 100 . 0 100 . 0 100 . 0 100 . 0 100 . 0 100 . 0
100 . 0 19 . 1 55 . 7 22 . 2 2 . 6 0 . 5 9 . 8 36 . 1 29 . 9 21 . 1 3 . 1
CUSTOMER 100 19 61 16 3 1 12 37 30 17 4
COL. % 50 . 5 51 . 4 58 . 5 37 . 2 60 . 0 100 . 0 63 . 2 52 . 9 51 . 7 41 . 5 66 . 7
ROW % 100 . 0 19 . 0 61 . 0 16 . 0 3 . 0 1 . 0 12 . 0 37 . 0 30 . 0 17 . 0 4 . 0
NON - CUSTOMER 98 18 47 27 2 0 7 33 28 24 2
COL . % 49 . 5 48 . 6 43 . 5 62 . 8 40 . 0 0 . 0 36 . 8 47 . 1 48 . 3 58 . 5 33 . 3
ROW % 100 . 0 19 . 1 50 . 0 38 . 7 2 . 1 0 . 0 7 . 4 35 . 1 29 . 8 25 . 5 2 . 1
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III 10a III 10b
INFLUENCF OF ADVERTISING PRFSYIGE
TOTNI
SAMPLF 1 2 3 4 5 1 2 3 4 5
RESPONDENT 108 4 41 73 48 28 1 35 62 39 55
100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
100.0 2.1 21.1 38.1 24.7 13.4 0.5 18.2 32.3 20.3 28.5
CUSTOMER 100 2 10 45 22 12 1 19 20 20 30
COL.% 50.5 50.5 40.3 60.0 45.x 40.2 100.0 54.3 40.x 51.3 54.5




08 2 22 30 26 14 0 16 33 19 25
40.5 50.0 53.7 60.0 54.2 55.8 .0 45.7 53.2 48.7 45.5
100.0 2.1 23.4 31.9 27.7 14.9 0.0 17.2 55.5 20.4 26.0
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III 11a III 11b
ATTRACTIVENESS OF DECORATION HYGIENE OF FOOD
TOTAL
SAMPLE 1 2 3 4








198 13 74 77 22 9 39 127 26 3 0
100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
100.0 6.7 37.9 39.5 11.3 4.6 20.0 65.1 13.3 1.5 0.0
100 8 35 41 11 5 24 67
8 1 0
50.5 61.5 47.3 53.2 50.0 55.6 61.5 52.8 30.8 33.3 0.0
100.0 8.0 35.0 41.0 11.0 5.0 24.0 67.0 8.0 1.0 0.0
98 5 39 36 11 4 15 60 18 2 0
49.5 38.5 52.7 46.8 50.0 44.4 38.5 47.2 69.2 66.7 0.0
100.0 5.3 41.1 37.9 11.6 4.2 15.8 63.2 18.9 2.1 0.0
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SAMPLE 1 2 3 4 5
RESPONDENT 198 87 68 22 13 4
100.0 100.0 100.0 100.0 100.0 100.0
100.0 44.8 35.1 11.3 6.7 2.1
CUSTOMER 100 48 38 10 2 2
COL. % 50.5 55.2 55.9 45.5 15.4 50.0
ROW % 100.0 48.0 38.0 10.0 2.0 2.0
NON-CUSTOMER 98 39 30 12 11 2
COL. % 49.5 44.8 44.1 54.5 84.6 50.0
ROW % 100.0 41.5 31.9 12.8 11.7 2.1
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31- 4 O V E RTOTAL 21UNDER
All 4 0 50 50SAMPLF MALE FEMALF 1
80 2 075117 3135 37108RFSPONDENT
00.0 100 100.0 100 .0100.0 100.0 100.0 100.0 .
59 1 18.7 10.115. 777 .7 37,960.100.0
1211 28 48 1 8 71 500 71CUSTOMER
OL.% 35.060 46.664,0 38.742.935.050.5
% 12.018.0 7.028.3 15.0 48.0100.0 71.7
0 19927 1352 2046NON-OUSTOMER
IS 514 61.330.0 65.065.0 39 4 57.1001
9446 9 1 3. 327.6 194ROW % 53 .I 2 0 .41 0 0.
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1501- 20001-250001- OVFRLESS 1 01GRADTOTAIPRI OR
000 1500 2000 10000 30002500SCHMATRI COIISAMPLF BELOW SEC
5 30 24 4516 40ESPONDENT 5236 22198 88
100.00.100.0 100.0 100.0 100.0 100.000. 100.0 100.0100.0 100.0 100.0100,0 2.5
18.311 .2 22.815.244 7 20,3 12.218.3 8.1 26,4100.0
118 2 750 15 15 13 2948 21100CUSTOMER
68.7 . 7 50.040.0COL.% 52.5 64.454.254. 5 31.8 41.751.5 22.2
14, 2.0 000.0 15.1 15.0 21 13.07.048.5 11.1 20.0ROW 30 1
153 15NON-CUSTOMER 29 22 21 1 1 6598 1940
47.500.0 35.631.3 4.3 68.2 58.3 50. 0 45.8COL % 77.8 45 549.5
11.3W 3.1 15.55.1 15.522.4 19.621.640.8100.0 16 .5628.
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III 15 a III 15 b III 15 c III 15 d
FAVORITE RADIO STATTOW NEWSPAPER FAVORIT = TV STATN MAGAZINE
TOTAL
SAMPLE RHKE RHKE HKCC HKCE YES NO JADE PEARL RTV YES NO
RESPONPENT
198 20 75 93 8 140 43 158 13 25 104 90
100 . 0 100 . 0 100 . 0 100 . 0 100 . 0 100 . 0 100 . 0 100 . 0 100 . 0 100 . 0 100 . 0 100 . 0
100 . 0 10 . 2 38 . 3 67 . 4 4 . 1 77 . 0 22 . 4 80 . 6 6 . 6 12 . 8 53 . 6 46 . 4
CUSTOMER
100 12 39 43 4 79 19 80 6 13 50 39
COL . % 50 . 5 60 . 0 52 . 0 46 . 2 50 . 0 53 . 0 44 . 2 50 . 6 46 . 2 52 . 0 56 . 7 43 . 3
ROW % 100 . 0 12 . 2 30 . 8 43 . 9 4 . 1 80 . 6 19 . 4 80 . 8 6 . 1 13 . 1 60 . 2 39 . 8
NON - CUSTOMER 98 8 36 50 4 70 24 78 7 12 45 51
COL. % 49 . 5 40 . 0 48 . 0 53 . 8 50 . 0 47 . 0 55 . 8 49 . 4 53 . 8 43 . 0 43 . 3 56 . 7
ROW %




































































































































































































































































































2.542.24Attitude toward the price of mer- 0.000 321VARI011
chandise. Sold in supermarket as
compared to other stores: less
expensive VS. more expensive
0.006272Income of respondentsVARI162
2.011.860.021648Attitude toward hvaiene of foodV-ARI123




very much VS. not at all
2.472.310.054375Attitude toward the quality ofVARI046
merchandise sold in supermarket
good V6. bad
7 Age of respondentsVARI14 0.06 3878
2.870.122203Attitude toward the nutritionalVARIO3 3.038







0.126208 3.11Attitute toward the taste of frozen 3.06VARI029
food: good VS. bad
2.692.64opinion on the variety of merchandise 0.25376810 VARI08
rovided bV supermarket: sufficient
VS. insufficient
2.052, 06Attitute toward convenience of shopp- 0.472945VARI0711
ina in supermarket: convenient VS.
inconvenient
0.679067Attitute toward the prestige of 3.393.56VARI1012
shopping in supermarKet: very much
VS. not at all
0.753923The influence of advertising on theVARIO(. 3.23 3.1613
shopping of food: very much VS.
not al a
2.70 2.600.870232VARIll Opinion on the decoration of super-14
market: attractive VS. not attractive
2.04 2.000.881738VARI05 Attitute toward the atmosphere in15
supermarket: comfortable VS.
uncomfortable
2.440.914034 2.38VARI06 Attitute toward the atmosphere of16












P(Correct)= P(Correct/Classified GROUBUYE)P(Classifi.ed GROUBUYE)+
P(Correct/Classied GROUNONB)P(Classified GROUNONB)
Since: P (Correct/Classified GKUUJ3U 1I)= 72/100 = 0.72
P(Classified GROUBUYE)= 100/198 0.505
P(Correct/Classified GROUNONB)= 67/98= 0.684
P (Classified GROUNONB)= 98/198= 0.495
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1超
級
市
場
在
香
港
之
發
展
　
　
　
　
中
文
摘
要
最
近
，
超
級
市
場
在
香
港
發
展
得
十
分
蓬
勃
，
許
多
家
庭
主
婦
已
從
雜
貨
店
和
街
市
轉
到
超
級
市
場
購
買
日
用
品
和
食
物
。
在
七
零
年
之
前
，
超
級
市
場
因
有
超
級
兩
字
，
同
時
，
貨
品
的
標
籤
又
多
用
英
文
，
因
而
一
般
普
羅
大
眾
並
不
進
入
。
此
類
西
式
街
市
，
最
初
是
專
為
居
港
洋
人
而
設
，
後
來
，
又
被
視
為
西
化
人
士
光
顧
之
處
。
當
時
超
級
市
場
百
分
之
八
十
五
的
主
顧
為
洋
人
。
近
四
年
來
，
港
九
各
地
光
顧
超
級
市
場
的
華
人
已
大
為
增
加
，
其
比
率
平
均
約
增
至
顧
客
戀
數
百
分
之
九
十
五
。
此
種
購
物
方
式
的
改
變
。
已
引
起
投
資
界
的
注
意
，
認
為
超
級
市
場
式
的
銷
售
機
2構
任
本
港
大
有
擴
展
的
機
會
。
本
文
之
目
的
，
即
在
確
定
與
探
討
此
種
發
展
的
可
能
性
。
超
級
市
場
在
香
港
之
發
展
，
受
到
多
種
有
利
因
素
及
不
利
因
素
所
影
響
。
本
文
第
二
章
即
概
述
這
上
利
害
因
素
。
有
利
的
因
素
可
包
括
下
列
各
項
：
（
一
）
香
港
人
口
的
不
斷
增
加
，
加
上
過
半
人
口
之
年
齡
又
在
廿
一
歲
以
下
，
在
未
來
數
年
間
，
將
有
更
多
人
結
婚
生
子
，
促
成
人
口
之
增
長
。
（
二
）
婦
女
就
業
人
數
日
增
，
料
理
家
務
所
費
時
間
因
而
縮
減
，
超
級
市
場
所
售
食
物
，
大
都
經
過
清
潔
處
理
，
節
省
烹
飪
時
間
。
（
三
）
本
港
華
人
的
教
育
水
準
已
較
前
提
高
，
對
營
業
及
食
物
的
選
擇
有
較
高
的
要
求
，
同
時
在
購
物
時
也
要
3求
一
個
較
清
潔
或
高
尚
的
環
保
，
超
級
市
場
在
這
方
面
當
然
會
較
舊
或
雜
貨
店
或
街
市
為
優
。
（
四
）
超
級
市
場
直
接
向
海
外
供
應
商
大
量
採
購
，
享
有
折
扣
優
待
，
所
以
成
本
較
輕
，
售
價
較
廉
。
（
五
）
超
級
市
場
採
用
自
助
方
式
銷
售
貨
物
，
節
省
人
力
，
減
低
成
本
。
（
六
）
超
級
市
場
資
本
雄
厚
，
組
織
遠
較
一
般
雜
貨
店
為
大
，
故
在
市
場
及
貨
品
研
究
方
面
較
易
推
行
。
（
七
）
超
級
市
場
妣
銷
售
食
物
為
主
，
而
糧
食
為
民
生
必
需
品
，
需
求
必
隨
人
口
而
增
加
。
不
利
的
因
素
有
下
列
各
項
：
（
一
）
香
港
人
口
稠
密
，
可
供
開
設
超
級
市
場
的
適
合
地
點
不
多
。
（
二
）
地
價
及
租
金
昂
貴
，
可
供
應
用
的
店
房
面
積
不
大
，
難
以
應
付
營
業
額
的
要
求
。
（
三
）
本
港
糧
食
，
大
都
仰
賴
海
外
輸
4入
，
而
主
要
糧
食
則
多
由
中
國
大
陸
供
應
，
若
中
國
當
局
以
特
價
貨
品
供
應
在
香
港
開
設
之
國
貨
公
局
，
對
一
般
超
級
市
場
當
會
產
生
不
利
影
響
。
（
四
）
若
超
級
市
場
大
量
增
加
，
彼
此
間
之
競
爭
必
然
引
致
利
潤
的
減
少
。
（
五
）
華
人
對
於
自
助
性
質
的
購
物
方
式
，
可
能
尚
未
習
慣
，
仍
需
要
一
段
時
間
的
適
應
，
因
此
消
費
者
在
這
方
面
仍
須
加
以
教
育
。
本
文
第
三
卒
探
討
影
響
食
物
購
買
及
消
費
的
各
種
因
素
，
包
括
影
響
個
人
購
買
決
定
的
因
素
和
人
口
方
面
的
因
素
。
前
一
類
因
素
為
個
人
的
經
濟
能
力
，
對
貨
品
的
認
識
，
對
食
物
營
養
的
認
識
與
要
求
，
購
物
時
所
獲
得
的
聲
望
與
成
就
感
，
購
買
某
種
物
品
時
5所
得
的
暢
快
感
，
家
人
的
意
願
，
以
及
時
間
的
壓
力
（
指
缺
乏
時
間
料
理
家
務
而
言
）
等
，
這
些
因
素
可
影
響
個
人
光
顧
某
一
類
商
店
或
選
購
某
種
物
品
的
決
定
。
後
一
類
因
素
與
人
口
特
色
有
關
，
諸
如
家
庭
每
月
收
入
，
職
業
，
氣
候
，
地
域
，
國
籍
，
宗
教
，
年
齡
，
教
育
及
對
食
物
的
認
識
等
。
因
素
不
同
，
購
物
行
為
亦
迴
然
有
異
。
第
四
章
討
論
店
譽
特
色
。
某
一
商
店
的
譽
典
它
的
競
爭
效
率
有
密
切
關
係
。
競
爭
的
形
式
可
分
三
類
：
（
一
）
以
貨
品
價
格
作
為
競
爭
的
手
段
；
（
二
）
半
價
格
性
的
競
爭
，
即
以
貨
品
的
質
素
，
換
物
劵
，
記
賬
及
送
貨
等
方
式
來
競
爭
；
（
三
）
非
價
格
性
的
競
爭
：
如
地
6點
方
便
，
廣
告
，
營
業
時
期
，
供
應
品
類
，
利
便
購
物
的
各
種
設
備
和
友
善
的
氣
氛
等
。
這
些
競
爭
可
以
決
定
超
級
市
場
店
譽
的
優
劣
，
由
此
而
影
響
業
務
的
發
展
。
第
五
章
提
出
研
究
的
方
法
和
步
驟
。
試
圖
探
討
超
級
市
場
在
香
港
的
發
展
潛
力
，
及
一
般
華
人
對
超
級
市
場
的
接
受
程
度
。
因
本
文
第
三
章
至
第
四
章
所
述
：
因
素
及
特
家
對
超
級
市
場
的
經
營
有
很
大
的
影
響
，
故
作
者
乃
根
據
所
述
因
素
及
特
色
編
製
問
卷
，
以
求
找
出
下
列
問
題
的
答
案
：
一
香
港
華
人
對
超
級
市
場
的
印
象
如
何
？
二
那
上
印
象
是
好
？
那
些
印
象
是
壞
？
7三
應
鞏
固
那
些
已
有
的
印
象
？
應
創
造
那
些
新
的
印
象
？
調
查
方
法
是
採
用
個
別
訪
問
消
費
者
方
式
，
在
香
港
七
個
地
這
（
中
區
，
銅
鑼
灣
，
尖
沙
咀
，
旺
角
，
九
龍
塘
，
觀
塘
，
及
荃
灣
）
抽
樣
進
行
訪
問
。
完
成
之
問
卷
共
一
百
九
十
八
份
，
其
中
一
百
份
由
超
級
市
場
之
經
常
顧
客
作
客
，
其
餘
由
非
顧
客
作
答
。
從
所
得
資
料
，
可
以
比
較
顧
客
與
非
顧
客
在
各
項
問
題
上
的
異
同
。
本
文
第
六
章
為
調
查
結
果
與
分
析
。
第
七
章
根
據
所
獲
資
料
提
出
建
議
。
從
調
查
所
得
資
料
顯
示
，
香
港
華
人
（
包
括
顧
客
與
非
顧
客
）
對
超
級
市
場
的
印
象
極
佳
，
一
致
認
為
超
級
市
場
的
貨
物
較
其
你
商
店
廉
宜
。
雖
然
一
般
華
人
對
冷
藏
食
物
不
甚
喜
歡
，
但
卻
8認
為
超
級
市
場
所
售
的
貨
物
在
品
質
，
營
養
和
衛
生
上
都
較
其
他
商
店
及
街
市
為
佳
。
可
能
由
於
廉
價
的
印
象
，
一
般
人
都
不
認
為
在
超
級
市
場
購
物
有
何
聲
望
可
言
。
此
外
，
大
部
份
的
非
顧
客
表
示
，
如
在
住
所
附
近
設
有
超
級
市
場
，
他
們
都
願
意
光
顧
。
由
於
香
港
交
通
擠
塞
，
缺
乏
停
車
場
地
，
公
共
交
通
亦
欠
完
善
，
故
欲
發
展
超
級
市
場
，
必
須
有
通
盤
計
劃
，
向
華
人
住
宅
區
進
軍
。
倒
如
在
各
住
宅
區
須
設
有
社
區
性
的
市
場
，
提
供
售
賣
食
物
及
日
月
品
的
服
務
；
所
售
貨
品
，
應
增
添
華
人
所
喜
愛
的
食
物
；
同
時
，
在
裝
飾
及
擺
設
上
，
應
盡
量
迎
合
華
人
的
口
味
，
更
應
盡
閉
使
用
中
文
標
籤
及
引
人
注
目
化
廣
告
字
眼
，
使
華
人
更
易
接
受
此
種
新
9的
購
物
方
式
。
在
廣
告
方
面
，
應
盡
量
運
用
銷
路
較
廣
的
中
文
報
章
，
中
文
電
視
及
廣
告
廣
播
亦
可
作
為
輔
助
；
廣
告
內
容
，
除
加
強
一
般
人
對
超
級
市
場
的
認
識
和
信
任
外
，
另
須
教
育
一
般
消
費
者
使
其
對
冷
藏
食
物
的
營
養
價
值
具
有
正
確
的
觀
念
，
更
須
對
消
費
者
提
供
適
當
資
料
，
幫
助
他
們
選
購
物
品
。
超
級
市
場
欲
求
發
展
，
一
定
要
有
管
理
人
才
；
因
此
，
員
工
的
訓
練
和
管
理
實
屬
當
務
之
急
。
雖
然
超
級
市
場
的
顧
客
多
以
自
助
方
式
購
物
，
但
店
內
員
工
應
有
友
善
的
態
度
，
樂
於
為
顧
客
服
務
，
使
顧
客
在
超
級
市
場
購
物
時
感
到
舒
適
，
方
便
和
滿
意
，
以
促
進
顧
客
重
臨
光
顧
的
意
願
。
10
最
後
，
超
級
市
場
的
發
展
亦
受
政
治
，
經
濟
，
法
令
，
文
化
及
習
俗
等
因
素
的
改
變
所
影
響
。
超
級
市
場
的
經
營
者
應
不
斷
適
應
這
些
改
變
，
從
而
謀
求
業
務
之
發
展
，
使
超
級
市
場
在
香
港
能
成
為
最
有
效
和
具
有
領
導
地
位
的
食
物
銷
售
機
構
。


